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Twelve prizes are to be awarded 
for the “best” advertisements of 
this, that and the other classifica- 
tion at the Houston convention of 
the tenth district of the A. F. A. 
Awards of this kind have become so 
numerous that they attract no more 
attention than the announcement of 
the choice of another Miss America 
from the latest crop of bathing- 
beauties. 


*. * * 


Ice manufacturers and makers of 
electric refrigerators have decided 
to quit saying mean things about 
each other and concentrate on sell- 
ing the idea of domestic refrigera- 
tion. This decision is so eminently 
sensible as to be practically in- 
credible. 

+ 


* * 


A foreign shoe company is going 
to use its retail stores as an outlet 
for automobile tires. And if the 
tires are not too good, the move may 
result in the customers wearing out 
considerably more shoe-leather. 

* + * 


The churches, we are told, are go- 
ing right ahead adding gymnasiums, 
club-rooms, play-rooms, kitchens and 
bath-rooms. Why not include a few 
bed-rooms for the old-fashioned 
church-goers who used to catch up 
on their Sunday-morning sleep in 
their pews? 

* 


* * 


Prof. Royal A. Roberts, who 
boosted college men as advertising 
executives in a recent speech at San 
Francisco, was magnanimous enough 
to include a warning that a college 
diploma alone is not a_ sufficient 
guarantee of advertising ability. 
Darned nice of the professor to put 
that in. 

*” 


* * 


ADVERTISING AGE commented edi- 
torially on the consumer’s dollar 
“rolling back through a retail store 
into a home-town factory.” “Roll- 
ing” is a rather mild term. Most of 
the dollars I have started through 
retail stores were spinning, whirl- 
ing, racing, zipping—everything but 
calmly rolling. 


* * * 
Jack Baker, of the St. Louis 
Times, complains that too many 


newspaper advertisers shackle their 
advertising men with a lot of their 
don’ts, ifs, buts and ands. Yes, and 
there are even those who insist on 
adherence to their particular how- 
evers and notwithstandings. 

* ~ * 


Endurance fliers will no longer 
receive free gas and cash bonuses 
from the companies whose products 
they use. Looks as though the oil 
companies ran out of endurance be- 
fore the fliers did. 


* * * 


“Snax” is the name of an auto- 
matic vending machine which will 
not only deliver the merchandise but 
the right change as well. I’m skep- 
tical; I lost a penny in one of those 
darned chewing-gum machines on 
the “L” platform last week. 

* 7 


Chicago gets the first advertis- 
ing of television sets, and so it looks 
as if radio has really reached the 
sound-picture stage. But it’s going 
to spoil a lot of pleasant illusions 
created by the invisible ladies and 
gentlemen of the broadcasting 
studios. 


Copy CUuB. 


BARNES RESIGNS 
AS DIRECTOR OF 
A.F. A. RESEARCH 


Alfred T. Falk Is Named As 
Successor 


New York, August 28—Nathaniel 
W. Barnes, director of the Bureau 
of Research and Education of the 
Advertising Federation of America, 
announced his resignation today, 
effective September 15. 

Mr. Barnes will be succeeded by 
Alfred T. Falk, who will execute 
plans of President Gilbert T. Hodges 
for widening the scope of the Bu- 
reau of Research and Education. 
Considerable original research will 
be undertaken. 

The new director has been with 
the A. F. A. for six months. He 
was formerly director of research 
for the Gordon-Van Tine Company, 
Davenport, Ia., and is the author of 
several advertising analyses which 
were considered worthy of publica- 
tion by the Harvard Business Re- 
view. 

Mr. Falk is a member of the 
American’ Statistical Association 
and the American Economic Asso- 
ciation. He was educated as a civil 
engineer, receiving his degree in 
1917 from the Colorado Agricul- 
tural College. He served overseas 
during the war, becoming a Lieu- 
tenant Colonel of Infantry. 

Services in Demand 

While Mr. Barnes has not yet an- 
nounced his plans for the future, 
there is reported to be a scramble 
for his services, particularly among 
advertising agencies. 

Before joining the Advertising 
Federation of American three years 
ago, he was associate professor of 
marketing at the School of Com- 
merce and Administration at the 
University of Chicago. 

Mr. Barnes’ trained mind has 
been in evidence in a number of im- 
portant marketing surveys made for 
the Federation. Among the first of 
these was a survey of the work of 
American newspapers as_ research 
agencies. He also made a valuable 
contribution to export selling by 
measuring the ability of foreign 
newspapers to gather accurate facts 
as to the possibilities in their re- 
spective fields. 

Mr. Barnes produced another 
practical guide for advertisers and 
agencies in outlining the funda- 
mental issues at stake in any study 
of advertising values. To get this 
information, he worked closely with 
100 recognized leaders in the ad- 
vertising field. The list of basic 
questions resulting from this study 
are now used by many large adver- 
tisers and agencies in the selection 
of mediums. 

He has also conducted four im- 
portant conferences on advertising, 
marketing and distribution, three of 
them regional and one national. One 
of these was a study looking toward 
improved co-ordination of the ad- 
vertising and selling departments: a 
second was an effort to establish 
definite standards for market re- 
search: the third concerned the effect 
of the Van Camp decision on adver- 
tised grocery products, and the 
fourth was the national conference 
at the annual convention in Wash- 
ington last May on training for the 
advertising profession. 


‘Saturday Evening 


Post’ Withdraws Ban 
on Cigarette Copy 


Philadelphia, Pa., August 29—(by 
wire)—The long-standing ban of 
The Saturday Evening Post against 
cigarette advertising is to be lifted. 
While no details were forthcoming 
from headquarters of the company 
here, it is believed in agency circles 
that the issue of October 4 will see 
cigarette copy running in the paper, 
for the first time since 1897, when 
Cyrus H. K. Curtis bought it, with 
the exception of a short period about 
1915. 

More liberal public opinion is said 
to have been the dominant reason 
for the paper’s new policy. The Sat- 
urday Evening Post has always en- 
couraged the youth of the country 
to serve as salesmen of its papers 
and a desire to protect the young- 
sters from any untoward influences 
is said to have been to some extent 
responsible for its refusal to accept 
cigarette advertising. 

However, Mr. Curtis himself har- 
bored an aversion to cigarette smok- 
ing for many years. In his book, 
“The Man from Maine,” the late 
Edward Bok, founder of the Bok 
awards and son-in-law of the pub- 
lisher, made a humorous reference 
to Mr. Curtis’ antipathy to tobacco 
in this form. Mr. Bok confessed that 
he himself was a chronic cigarette 
smoker. 


Other Factors 


The increasing volume of cigarette 
advertising in recent years also is 
believed to have played its part in 
convincing the company that its 
policy, fitting enough some years 
back, is now anachronistic. 

Cigarettes, cigars and _ tobacco 
represent the sixth most impor- 
tant magazine advertising group. 
While The Saturday Evening Post 
qualified for a fraction of this vol- 
ume by accepting cigar and tobacco 
advertising, it has been automati- 
cally eliminated from the lion’s 
share by its refusal to accept ciga- 
rette copy. It has been a favorite 
saying among advertising men that 
“The Saturday Evening Post turns 
down a million dollars a year.” 

For the first eight months of 1930, 
the American Tobacco Company 


spent $983,000 in advertising Lucky 
Strikes in magazines alone. The 
Axton-Fisher Tobacco Company 
spent $230,000 for Spuds. The Lig- 


Cyrus H. K. Curtis 
This photograph of the veteran 


publisher, taken on his private 
yacht, indicates that he is not 
averse to an occasional cigar. 


gett & Myers Tobacco Company 
spent $625,000 on Chesterfields and 
$38,700 on Fatimas. The P. Lorillard 
Company spent $68,000 on Murads 
and Philip Morris & Co. invested 
$15,000 in behalf of Marlboros. 


The R. J. Reynolds Tobacco Com- 
pany was the second largest adver- 
tiser in the magazine field, spend- 
ing $829,000 on Camels. The total 
spent in cigarette advertising in 
magazines for the first eight months 
of the year was about $2,790,000, as 
compared with about $710,000 for 


cigars, smoking tobacco, ete. 


Gem to Guard Right to Manufacture Blades 


Brooklyn, N. Y., August 29—(by wire)—In announcing the most 
extensive advertising campaign in its history on its new Gem Micromatic 
Razor, the American Safety Razor Corporation said it is fully protected 
by patents and will resist to the end attempts of any other manufacturer 


to make blades to fit the new Gem. 


President Milton Dammann has warned the trade against handling 
blades made to fit the new razor, even though they may differ in shape 
and design from the Gem Micromatic blades. 

Distribution of the new razor and blade will be handled by sections, 
owing to the difficulty of supplying demand for the entire country at once. 


Magazine Sued for Selling Goods Taken in Trade 


New York, August 29—Alleging 


that Circus Magazine, Inc., dispensed 


through regular trade channels “Tintex” taken in exchange for advertising 
space, Park & Tilford have filed suit. 

The contract with the publishers provided against sales of the dye 
‘through trade channels, the suit alleged. 


Production of Cereals Shows Decline 


Washington, D. C., August 29—Production of cereal preparations in 
1929 was worth $147,646,000, a decline of 5.1 per cent from 1927, the 


Bureau of the Census reports. 


‘OLD BILL HEER 
TO BE FEATURE 
OF STALEY COPY 


Decatur Syrup Co. Doubles 
Appropriation 


Decatur, Ill., August 28—Sales- 
men attending the sales convention 
of the Staley Sales Corporation, dis- 
tributor for the A. E. Staley Man- 
ufacturing Company, maker of 
Staley’s Syrups and other corn 
products, heard that this organiza- 
tion, made up not so long ago of 
“a man, an idea and $1,500,” will 
offer them twice the advertising sup- 
port of last year. 

The backbone of the advertising 
will be a dominating newspaper 
campaign in leading newspapers in 
every city where there is adequate 
distribution. Large copy will be 
used and it will appear three times 
a month from October until April 
in the Northern states and from 
January until July in the South. 

Farm papers will also play an im- 
portant role in the advertising pro- 
gram. Advertising to the farmer 
is based on the fact that farm fami- 
lies eat about three times as much 
syrup as the city dweller. Half- 
page advertisements will run in 11 
farm papers during the eight cool- 
est months of the year. 

Full-page copy will be continued 
in 13 medical journals, featuring 
Staley’s Syrup for infant feeding. 


Use German Artist 

G. B. Riddle, advertising man- 
ager of the company, announced 
that a German poster artist had 
been employed to design new win- 
dow display sets. The Staley dis- 
play crew will be doubled to give 
maximum support to the newspaper 
copy. New window strips, counter 
cards, recipe books, circulars, and 
supplementary advertising have also 
been planned by Mr. Riddle’s depart- 
ment. 

Bill Heer will be featured in most 
of this year’s copy. 

“Twelve years ago,” according to 
Mr. Riddle, “A. E. Staley, Sr., then 
the man with the idea and $1,500, 
set out to find the world’s most skill- 
ful syrup blender. Everywhere syr- 
up men told him, ‘Get hold of Bill 
Heer—he is the greatest syrup tast- 
er and blender in the industry.’ 

“Bill Heer learned to blend flav- 
ors in the Old South when syrups 
were cooked over open fires and syr- 
up making became a real art. For 
47 years he has been developing his 
knowledge and skill. 

“He promised to give us the finest 
syrups in the world—on one condi- 
tion: that he should have an abso- 
lutely free hand. We agreed. 

“Today he alone has the power to 
select all the ingredients that go in- 
to Staley’s Syrups. He tests each 
one—accepts it or rejects it. 

“A sample of each batch of 
Staley’s Syrups must pass the test 
of Bill Heer’s educated palate. 

“Once Bill Heer tasted five sam- 
ples of premium grade cane sugar 
syrup and purchased five carloads. 
Sometime later the shipment was re- 
ceived. Bill again tested samples 
from each car—found they fell short 


fof the original sample and all five 
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ADVERTISING AGE 


August 30, 1930 


cars were rejected—not fine enough 
for Staley’s Syrups.” 


“Not Guessing” 


E. K. Scheiter, president and gen- 
eral manager of the Staley Sales 
Corporation, told the company’s 
salesmen that “advertising is not on 
trial.” 


“We are not guessing about the 
value of our advertising program,” 
he continued. 


“By surveys, by tests, by experi- 
ments and observations, we have 
discovered what amount of adver- 
tising and selling effort in combina- 
tion is needed to perform the task 
that we have before us. 


“Finding markets for a product 
and determining the ways and 
means of selling is being reduced 
to a science. Guess-work has no 
more a place in selling plans today 
than it has in the chemical labora- 
tory.” 


He pointed out that when the 
Staley Company entered the busi- 
ness all competitors were rated 
at $1,000,000 or more. They were 
entrenched and established. They 
were tough competition. 


In six years Staley has risen from 
nothing to the second largest manu- 
facturer of table syrups in the 
world. 


A survey conducted by the com- 
pany indicated that 76 per cent of 
farm families use more than ten 
pounds of syrup a year. Forty-five 
per cent use more than 20 pounds a 
year, 40 per cent, more than 30 
pounds, and 16 per cent, more than 
40 pounds. 


Farm papers on this year’s sched- 
ule include Dakota Farmer, Farm 
and Ranch, The Farmer and Ranch, 
Stock and Home, Indiana Farmers 
Guide, Wallace’s Farmer and Iowa 
Homestead, Wisconsin Agriculturist 
and Farmer, The Progressive 
Farmer (Kentucky, Tennessee and 
Mississippi Valley editions), Kansas 
City Weekly Star, Nebraska Farmer, 
Oklahoma Farmer- Stockman and 
Prairie Farmer. 


SHOWING SALESMEN HOW THE 
ADVERTISING WORKS 


~ 
{ee 
rf: 
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How Staley portrays the path of the advertising in its paper 


for salesmen. 


Insurance Advertisers 
to Have Exhibit 


The Insurance Advertising Con- 
ference will hold an educational ex- 
hibit contest in connection with the 
annual meeting at Milwaukee, Sep- 
tember 28 to October 1 


Every Class A member is eligible 
to enter his advertising, and he may 
send any form of insurance adver- 
tising specimens such as (a) house 
organs, agents’ and _ policyholders’ 
publications; (b) leaflets, booklets, 
broadsides, etc.; (c) preapproach, 
direct mail services; (d) agents’ 
helps; (e) educational features; (f) 
newspaper services. Certificates of 
Award will be given to those whose 
entries rank highest in each classi- 
fication. 


Exhibits are to be sent to C. E. 
Rickerd, president of the Confer- 
ence, in care of Hotel Schroeder at 
Milwaukee, and must reach him on 
or before September 15. 


DETROIT 


is a responsive market where Outdoor Advertising 
coupled with Walker & Co.'s cooperative 


service, following a definite plan, 


can be 


ed to produce maxi- 


mum results 


vW 


Outdoor Advertising is the appreciated medi- 
um of mass selling in Detroit. Merchandising 
efforts in the “Fourth Market” include local deal- 
er contacts and sales promotion helps. Your 


inquiries will receive our prompt attention. 


DETROIT 
And Forty-Six Progressive Michigan Cities 


confidently expect- 


Friendly Tells 
Club of Trends 
in Advertising 


San Francisco, Cal., August 28— 
Comment by Edwin S. Friendly, 
business manager of the New York 
Sun, before the San Francisco Ad- 
vertising Club, on the lack of adver- 
tising of California products on the 
menu cards of the dining cars of 
the Southern Pacific Railway elic- 
ited an explanation by F. C. Tred- 
way, advertising agent for the road. 

Mr. Tredway said that because 
the Southern Pacific runs through 
other states as well as California, it 
does not feel it politic to advertise 
the products of any state in its din- 
ing cars. 

“However,” said Mr. Tredway, 
“we are not unmindful of our re- 
sponsibilities in helping to promote 
consumption of Pacific Coast prod- 
ucts. At a recent meeting of the 
Advertising Club Don Francisco 
mentioned the fact that the South- 
ern Pacific matched dollar for dollar 
with the orange growers when they 
started their campaign to stimulate 
consumption of oranges.” 

In his address, Mr. Friendly said 
that advertising needs no defense. 

“Any industry which accounts for 
a billion dollars a year in business,” 
he said, “is founded upon principles 
so sound that it cannot be success- 
fully attacked. Advertising men 
carry the responsibility of mass con- 
sumption, without which our mass 
production and mass distribution are 
of no effect. 

“Radio is apparently here to stay, 
although it has definite limitations 
as to time which will automatically 
stop much greater expansion. It is 
filling a place in the homes of mil- 
lions of people and supplying much 
that is good and useful in the way 
of entertainment and information.” 


Insurance Commissioner 
Is Publicity Director 


S. M. Saufley, Sr., former insur- 
ance commissioner of Kentucky, has 
become director of publicity for the 
Inter-Southern Life Insurance Co., 
Louisville. Since retiring in 1929, 
Mr. Saufley has been connected with 
the company in an advisory ca- 
pacity. 


Campbell-Ewald Has 
Branch in Dallas 


The Campbell-Ewald Company, 
Detroit, has opened a branch at 
Dallas, Texas, with W. H. Birch- 
man in charge. The new office is 
handling the advertising of the 
$20,000,000 Trinity River reclama- 
tion project. 


Stores Co-Operate 
in Dollar Sale 


A co-operative Dollar Day was 
held in Evanston, IIl., last week, 97 
stores co-operating to loosen the 
public purse strings. 


LARGE NUMBER 
OF CONCERNS 
HAVE BIG YEAR 


And Most of Them Are National 
Advertisers 


The Chicago Journal of Commerce 
has compiled a list of manufacturers 
who are finding that 1930 is re- 
warding them more generously than 
1929 did—at least for the first half 
of the year. 


In the list, which is appended, ad- 
vertising men will recognize a num- 
ber of names which are seen with 
great frequency in the advertising 
pages of newspapers and maga- 
zines: 


Net income 
6 mos. to June 30, 
(000 omitted) 


1930 1929 
American Machine & 

SS eee ae $1,635 $1,227 
Abbott Laboratories 254 236 
Addressograph Inter- 

national 


Allis-Chalmers _ ................. 
Am. Chain Co., Inc......... 


3,264 2,996 
Associates Invest. Co... 428 410 
Am. Writing Paper Co. 248 235 
Autostrop Safety Razor 
Co. 722 370 
Bucyrus-Erie aan 1,506 1,505 
Brown Shoe Co "59 


Bickford’s, Ine. ................. 
Blaw-Knox Co. 
Briggs Mfg. Co 


Bush Terminal Co............ 743 686 
Caterpillar Tractor Co. 5,622 5,279 
Cnere Com. .............. ‘ 303 
. 5 ae 668 420 
Cluett, Peabody & Co... 418 332 
Coca-Cola Co. enn 7,181 6,491 
Container Corp. of 
eae 316 137 
Continental Oil Co......... 2,643 2,200 


Colgate-Palmolive Peet 3,760 3,163 
Colorado Fuel & Iron 
1,619 1,419 


Co. 
Conde Pan Publica- 


857 759 
Comselidated Film In- 
IN iicciccstataisitaicinstinns 239 1,158 
Consolidated Laundries 
| See 3886 325 
Commercial Investment 
. , ~~" eres :738 4,042 
Crown Cork & Seal Co. 684 676 
Cream of Wheat Corp. 891 860 


Curtis Publishing Co.....12,291 
Diamond Match Co......... 890 
Endicott Johnson Corp. 1,223 
F. fi 4d Grand-Silver 


Ri EE. 792 699 
Flovehein Shoe Co......... 1,183 1,119 
Foster Wheeler Corp... 1,079 83 

9,848 


General Foods Corp...... 10,629 
Gen. Refractories Co... 1,38 


re | Railway Sig- 


“SRO 1,170 1,049 
Grand Union 509 441 
Houston Oil Co. of Tex. 1,014 779 
Hershey Chocolate Co. 4,253 4,224 


Harbison-Walker, 
Refractories ..................... 
Household Finance Co. 
Industrial Rayon Corp. 
International Salt Co.... 
International Shoe Co... 
International etmesemne 
Machine  ............... 
Kelvinator Corp. 


Kimberly-Clark Corp... 1,827 1,666 
Klein & Co. (D. Emil).. 157 156 
Knott Corp.... 262 247 
Lincoln Printing Co... 425 3651 
Lily Tulip Cup Corp....... 439 356 
Lindsay Light Co........... 55 38 
Melville Shoe Corp.......... 955 727 
Mapes Consolidated 

ea 559 435 
Meniehen Mfg. a 114 25 
McKeesport Tin Plate 

Co. 1,513 1,084 
Mesta Machine Co............ 1,271 934 
jo ie ee 1/301 1,288 
National Dailey Prod- 

were Core, —........... 12,947 17,638 


— Publix 


8,434 5,130 


one hD- Oe ,222 1,065 
Penick ‘& Ford, Ltd... - 1001 950 
Pullman, Ine. ...................... ” 9/859 7,562 
Procter & Gamble............ 22,210 19,148 
Radio-Keith-Orpheum 

SS eee 1,764 198 
Scott Seam RM 3 


a 


“Naughty, But 
Refined”: Adovt. 


Toronto, Ont., August 28— 
The “Star,” of Sault Ste. 
Marie, is using small space in 
Canadian newspapers to say 
it is “probably the most re- 
fined daily in Ontario using 
bad language.” 


Sweets Co. of America 51.5 651 
Sun Oil Co. , 3,658 3,637 
Superheater Corp... tas 2 485 2,209 
Standard Cap & Seal 

eae 369 304 
Symington Co. on 276 156 
Texas Gulf Sul. Co....... 7,452 17,451 
Telautograph ey eae 172 158 
Transcontinental Oil 

Co. 962 1,715 
Tide Water Associated 

Oil Co. . »595 5,042 
United Biscuit Co. of. 

(RS 
United Fruit Co. . 
eee 


U. S. Pipe & Fdry 


United Gas Imp. Co......19,962 16,348 
White Rock Min. Spgs. 

Co. 664 589 
Waldorf System, Inc... 570 522 
Wrigley, Wm., Jr., Co. 5,657 5,211 
West. Auto Sup. Co....... 210 122 
Wilcox Oil & Gas Co... 514 227 
Wesson Oil & Snowdrift 

Co. ,287 §=©61,885 
Yellow Truck & Coach 

I I essaihcCmexiabili 859 


Dictate Copy 
to Machine, Is 
New York Plan 


New York, Aug. 28.—According to 
the Dictaphone Cerporation a recent 
survey indicates that some of New 
York’s most progressive advertising 
men have adopted the policy of 
dictating to machines rather than 
writing their copy. 

George W. Hopkins, formerly with 
the Charles W. Hoyt Company, Inc., 
but now in business for himself, 
subscribes to the new theory. 

“Every copywriter is an artist 
and must find inspiration in his sub- 
ject before he attempts to write 
about it,” he commented. “If, instead 
of writing, he will talk simply and 
enthusiastically as his thoughts un- 
fold, he will develop advertising 
copy that cannot be surpassed for 
genuineness and selling appeal.” 

“O. K.” Says Luken 

Philip Luken, manager of the 
Charles Austin Bates agency, said 
he finds a particular advantage in 
dictating outlines of a campaign to 
a machine rather than to a secre- 
tary. 

“In mapping out a campaign I 
like to let my thoughts flow freely,” 
Mr. Luken said. “I like to talk 


4 along, expressing all ideas that occur 


to me, for later revision and whip- 
ping into form. 

“Sometimes one thought follows 
another easily in a steady flow. 
Then there may come a halt—a 
special problem to be thought out 
before I proceed further with the 
campaign plan. When I used to dic- 
tate to a stenographer, I found 
myself constantly handicapped by 
the subconscious realization that I 
was wasting the time of another 
person whenever I stopped dictating 
for consideration of an idea.” 

“Spoken copy has one paramount 
advantage,” said an _ advertising 
woman in the field of women’s wear. 

“It has the idioms of conversation 
rather than those of literature. Very 
few people write as they talk. They 
have been trained to follow certain 
rules in writing that do not hold in 
conversation. I have found that by 
talking informally, as if my pros- 
pect were sitting in a chair beside 
my desk, I can tell my story simply, 
directly and sincerely. This gives 
my copy that all-important quality 
—human interest.” 


Expand Clothes Campaign 

The use of national mediums will 
be continued and radio added to the 
advertising of the Bromley-Shepard 
Company, designers of creative 
clothes for women. The account is 


now handled by the Porter Corpora- 
tion, of Boston. 
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August 23, 1930 


ADVERTISING AGE 


REMINGTON-RAND 
OBJECTIVES ARE 
TOLD BY BROWN 


Company ls Spending $1,500,- 
000 This Year 


Sticking to Guns 
Buffalo, N. Y., Aug. 28.— (By 
wire)—While the 1931 appropria- 
tion of Remington-Rand Business 
Service, Inc., has not been definitely 
determined, it will probably be the 

same as this year—$1,500,000. 
This statement was made by an 
executive in discussing Mr. Brown’s 


‘St. Louis address. 


St. Louis, Mo., August 27—How 
and why the Remington-Rand Busi- 
ness Service, Inc., of Buffalo, is 
spending $1,500,000 for advertising 
this year was explained by C. Frank- 
lin Brown, of the advertising de- 
partment of the company, yesterday 
before an overflow meeting of the 
Advertising Club of St. Louis. Rem- 
ington-Rand represents a former to- 
tal of 137 corporate entities and ad- 
vertising both during and after the 
merger was complicated by this fact. 

Entertainment at the meeting was 
provided by the Corbett Radio Ad- 
vertising Company, of which Mrs. 
Mary D. Corbett is president, and 
by the Norwine Family of the Air, 
advertising Norwine coffee, supple- 
mented by two members of the 
George L. Weber Spark Plug fam- 
ily. 

The visitor from Buffalo was 
given a great reception by the club 
and his address fulfilled its antici- 
pations. 

Mr. Brown explained that the 
purposes of the merger which re- 
sulted in the formation of the Rem- 
ington-Rand Business Service, Inc., 
were to reduce advertising costs, to 
reduce the cost of distribution of 
office appliances, and to provide busi- 
ness with a headquarters which 
would clear all of the problems con- 
nected with management. 

The Advertising Objective 

The first physical part of the 
merger undertaken was that of the 
advertising departments of ten com- 
panies. 

Passing over some of the “merger 
pains,” experienced by the different 
groups, Mr. Brown said that the de- 
partment carried on and won the 
confidence and respect of all de- 
partments. This was the job the 
advertising department had to do: 

1. Build a reputation in order to 
secure outlets for securities. 

2. Secure the best possible credit 
terms. 

3. Build and increase the repu- 
tation and good will of the individ- 
ual companies represented in the 
consolidation. 

4. Establish sales policies. 

5. Win factory co-operation. 

6. Last, but not least, sell mer- 
chandise. 

In 1928 F. W. Merrill became 
president of the company. He came 
to that position thoroughly sold on 
advertising. He wanted advertising’ 
that would do the job, and wanted 
the salesmen to know advertising. 

Under Mr. Merrill’s direction, C. 
D. Proctor, advertising manager, 
prepared a series of visual repre- 
sentations of the company’s ad- 
vertising and sales policies. He 
teured the country, exhibiting them 
and selling the policies not only to 
salesmen, but to factory executives. 

The Sales Problem 

“The salesmen,” Mr. Brown point- 
ed out, “were gathered from differ- 
ent companies. They were con- 
versant only with the products of 
their former employers, and their 
chief loyalty was to those products. 

“Under the new conditions, a 
Kardex man might be called on to 
sell Kalamazoo loose-leaf, or vice- 
versa. Our first campaign, there- 
fore, was of necessity to our own 
organization, particularly to our 
own sales force.” 


TELLS HOW COMPANY 
GETS MONEY’S WORTH 


C. Franklin Brown 


Late in 1928, it was felt that the 
company’s own organization had 
been whipped into the shape where 
it was ready to capitalize consumer 
advertising to the fullest extent. 

Institutional advertising appeared 
in October of that year in Collier’s, 
Time and The Saturday Evening 
Post. Its purpose was to make busi- 
ness men throughout the country 
conscious of Remington-Rand Busi- 
ness Service, an organization in 
which brains had been pooled, which 
had available an aggregation of ap- 
pliances for every business need, 
and which was ready to offer un- 
biased, expert advice on every busi- 
ness problem. 

“The purpose was to sell an idea 
—not a product,” Mr. Brown em- 
phasized. 

Later copy in this series showed 
the Remington-Rand salesman to be 
an analyst above everything else. 

This copy paved the way for ad- 
vertising of the product. About 50 
business papers were used for this 
type of advertising, the list includ- 
ing Nation’s Business, Fortune, and 
The Magazine of Business, now The 
Business Week. 


How Mail Is Used 
The publication copy was and is 


being supplemented by direct mail 


built to the following plan: 

1. Mail from headquarters at 
Buffalo to lists of prospects classi- 
fied as to territory and kind of 
business. 

2. Request mail, sent to specific 
prospects at the request of sales- 
men. 

8. Proposals: After a salesman 
has made an individual survey of 
the needs of a business, his report 
is sent to Buffalo. A proposal book 
is then prepared revealing the 
weaknesses of the business under 
discussion and showing how they 
be remedied. 

“The three major products of 
Remington-Rand,” explained Mr. 
Brown, “are typewriters, systems 
and machines. There is a major 
sales manager in charge of each di- 
vision, and there are 26 other sales 
managers in charge of the various 
departments making up the three 
main classifications. 

“The advertising department of 
Remington-Rand functions as an 
advertising agency serving the 26 
divisions. A certain group acts as 
account executives, much as in any 
agency, and develops and executes 
plans for its particular division.” 

This does not mean, however, that 
the company dispenses with the 
services of advertising agencies. On 
the contrary, it has two, Lennen & 
Mitchell, New York, which handles 
the institutional advertising, and 
Addison Vars, Inc., Buffalo. 

“Remington-Rand advertising is 
designed to make business men con- 
scious of the importance of adequate 
records with which to control pro- 
duction, inventories and distribu- 
tion,” said Mr. Brown. 

“In the old days in the West when 
a poster circus crew arrived in 
town to advertise the circus, they 
first bought a supply of paste. 
Usually an opposition crew arrived 


in town hard on their heels and tore 
down the first advertising. 

“Such a circus crew once bought 
three barrels of paste and left it on 
a side street for the work next day. 
An opposition crew found it, bought 
five dollars worth of yeast and put 
it in over night. 

“The next morning there was a 
better coverage over the whole street 
than the circus had ever hoped for. 

“We try to make our advertising 
bubble over, and go places where ad- 
vertising usually does not go.” 


Placing Cleaner Copy 


The Spee Dee Products Co., Phila- 
delphia, manufacturer of Spee Dee 
Kleen, a French dry cleaner, has ap- 
pointed the E. A. Clarke Company, 
of that city, to direct the advertis- 


ing. 

Glenn H. Cox, late of Eldridge- 
Northrop, Inc., Trenton, N. J., has 
joined the Clarke agency as copy- 
writer and layout man. 


Frazee Moves 
Harold D. Frazee & Co., New 
York advertising agency, will occupy 
new offices in the Lincoln Building, 
effective about September 1. 


Tire-Cover Copy 
for Celebration 
Starts Fight 


Washington, D. C., August 28— 
While Representative Sol Bloom, of 
New York City, has attempted to 
pour oil on the troubled waters fol- 
lowing his return from Europe, the 
fight against the use of tire covers 
to advertise the George Washington 
bicentenary in 1932 is unabated. 

Mr. Bloom is associate director of 
the Bicentennial Commission. 

Representative Crowther, of 
Schenectady, N. Y., was the first to 
attack the advertising of the bicen- 
tenniai by the use of tire covers 
bearing the portrait of Washington. 
He spoke on the floor prior to the 
adjournment of Congress. 

His attitude was supported by the 
Alexandria, Va., Washington So- 
ciety, which condemned this type of 
advertising as “beneath the dignity 
of the man and the event.” 

Mr. Bloom takes the attitude that 
the advertising is not undignified. 


He said that members of Congress, 
among others, asked for the tire 
covers. 

Mr. Bloom made the trip abroad 
in the interest of the approaching 
celebration. He reported that Eu- 
rope will be represented, and that 
England, too, will participate. 


Form Latin-American 
Club in New York 


-The Latin-American Club of the 
United States has been formed in 
New York to provide a place where 
buyers from Latin-America may re- 
ceive mail and meet friends; to pro- 
vide members engaged in export 
trade with lists of buyers arriving 
in New York; and in other ways to 
facilitate export trade. 


Start New Daily 
The Clarinda (Iowa) Herald will 
begin publication September 2 as an 
evening and Sunday paper. It will 
be represented in the national field 
by the Devine-Tenney Corporation. 


Joins Corset Company 


F. M. Kay has become advertisin 
and sales manager of the Woolnoug 
Corsetiers, Toronto. 


it in the September Scribner's. 


down in the “L” one morning, after a night of tossing and turning and wracking 


We got off and ran to the office. ‘“‘Hoover’s Gadfly.” We wrote it down, and 


Gadfly. Michelson used to be Washington correspondent of the N.Y. World. 
Now he is Democratic publicity director. He hasn't invented the bad news of Mr. 
~” | Hoover’s administration but how he has failed to overlook it! Morning, noon a) 
and night—probe here, punch there; By the gentle insinuation; the sound sug- 
gestion; the moral indignation; the persistent question; the eternal air of unbe- 


lief. em « Frank R. Kent, the well-known writer of the Baltimore Sun, tells about 


~” brought new life to the Democrats. It has been a grand, skyrocketing, superlative ” 


publicity job in an age of publicity triumphs. If there was ever a better job of keep- 


By goading the Republicans, Michelson has 


.| Charley A 
-| Michelson 


af i 


B HOOVER’S GADFLY 

) ro) 
W. had a hard time getting that “gadfly” word. First we thought of 

” “annoyer,” “harrasser,” “jinx,” “Hoover's pest,” “‘Hoover’s nemesis.” ™ ” 

™ “Not nemesis,” pleaded the office force. “Anything but nemesis.” So coming os 


i) the old bean (Wodehouse for dome), “gadfly” sprang at us. Right at 50th Street. P) 


sighed with relief, and hereby record same. ™ Charley Michelson—Hoover’s = 


Lae] «4 
ing an American president awake nights, publicity experts have no record of it. 

~« ~« 
35c ON THE STANDS S E PTEM B E R $4.00 FOR THE YEAR 

(oe) ~* 

Pn @ Princeton seniors selected Ernest Hemingway and S. S. Van Dine as their favorite authors. ~* 
Rutgers seniors selected John Galsworthy and S.S.Van Dine. All are Scribner's authors. 
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The Trade Angle on 
National Advertising 


Other things being equal, the dis- 
tributor and the retailer should pre- 
fer to handle goods that are well 
advertised. The greater familiarity 
of the buyer with the advertised 
product, the connotation of adver- 
tising both with quality and uni- 
formity, and the elimination of the 
necessity for detailed explanations 
in selling advertised goods, all make 
it easier and therefore cheaper to 
sell the advertised as against the un- 
advertised product. 


ADVERTISING AGE published an 
illuminating news story recently in 
which the success of a sale of Can- 
non towels, sold under their adver- 
tised name, was reported, as com- 
pared with only ordinary results 
from the advertising of a sale of 
“turkish towels,” without brand 
name. The experiment was carried 
on in a Boston department store, and 
gave a tangible basis for the state- 
ment that the public prefers to buy 
goods with whose quality it has be- 
come acquainted through advertis- 
ing. 

Another angle of the subject was 
presented, however, in a_ recent 
study of The New Era in Food Dis- 
tribution, which found that retail 
advertising of food products indi- 
cates that the trade enthusiasm is 
largely expended in behalf of pri- 
vate brands as against those of na- 
tional advertisers. This doesn’t 
mean that the dealer is not carrying 
the nationally-advertised brand, but 
it certainly shows that in many cases 
he is not pushing it. 

Is it possible that manufacturers 
# whose goods are sold under brands 
which have become well and favor- 


ably known to the public through 
national advertising have failed to 
capitalize this fact with the distribu- 
tors and retailers through whose 
efforts the goods are expected to 
reach the consumer? Is there a job 
to be done in educating the trade, 
not by generalities, but by specific 
cases such as that of the Boston de- 
partment store, to the advantages of 
handling advertised goods? 


Sometimes the merchant sees the 
obvious fact that his margin of 
profit is smaller on an advertised 
item, and fails to take into account 
the more rapid turn-over of adver- 
tised goods and the reduced cost, in 
the time and effort of salespeople, in 
disposing of them. Who is going to 
make these advantages clear, if not 
the advertiser himself? 


Merchandising the national adver- 
tising campaign, and the basic pol- 
icies which underlie it, is one impor- 
tant job to which manufacturers 
who have successfully used national 
advertising might well give more 
attention. The business papers can 
serve just as valuable a function, in 
getting distributors and retailers to 
enthuse over advertised lines, as the 
consumer mediums in getting users 
to accept them. 


But don’t patronize the merchant. 
Remember that he is not a distribu- 
tion automaton, but that in his own 
local field he may be just as power- 
ful a factor, just as important an 
advertiser, as the manufacturer 
with national distribution. In many 
cases he is more powerful, more im- 
portant. The relationship should be 
worked out on a basis of mutual 
advantage and profit. 


“Ruling’’ Through Advertising 


Advertising men must have been 
somewhat interested to note the 
large number of advertisers included 
in the list of “rulers of America” 
drawn up by James W. Gerard, for- 
mer ambassador to Germany. Of 
course, Mr. Gerard picked well- 
known names, rather than just big 
names, and his list accordingly 
bristles with the names of men who 
are known for their activities in the 
advertising field. 

Men like Ford, Weyerhaeuser, 
Adolph Zukor, the DuPonts, Gifford, 
of American Telephone & Telegraph, 
Young and Swope, of General Elec- 
tric, the Fisher brothers and others 
do not owe their positions exclu- 
sively to advertising, of course, but 
they have certainly made it an im- 
portant factor in the development 
and expansion of their business suc- 
cess. 

There is no such thing as “ruling” 
America, but if there is anything 
approaching it, it is to be had as 
much through advertising as in any 
other one way. What is power ex- 


cept the ability to influence others— 
in their ideas, their modes of life, 
their thoughts and actions? And 
advertising, because it affects and 
influences thinking constantly, and 
thus determines not only everyday 
actions but ultimate objectives, helps 
to give the modern man an indi- 
viduality which is fully flavored 
with advertising and the things it 
stands for. 


Perhaps without fully realizing it, 
Mr. Gerard was influenced in his 
selection by his own familiarity 
with the names he placed on his list. 
ihere are undoubtedly many teach- 
ers and writers, as well as public 
men, who are important influences 
in shaping the trend of life in 
America, but the advertiser, be- 
cause he has the ear of the public 
not occasicnally, but constantly, is 
in a better position to mould ideas 
and opinions and in the end to de- 
termine living. And because his en- 
deavors are beneficent, in most cases, 
it is a sort of rule against which 
there is seldom a protest. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


145. A Pictorial Survey of the Hotel 
and Restaurant Market. 

This is a very impressive hard- 
bound book, showing the ramifica- 
tions of the hotel and restaurant in- 
dustry, and the buying factors which 
must be reached to conquer it. A 
number of charts in color make the 
facts easy to assimilate. Published 
by Ahrens Publishing Co. New 
York. 


140. What an investor does when 
he’s not investing. 

In this booklet in color, The Maga- 
zine of Wall Street tells how to 
reach the investor “in the style to 
which he is accustomed.” According 
to this publication, the large in- 
vestor is just like anyone else—only 
more so. = 


141. Reflections from the Mirror. 

The New York Daily Mirror be- 
lieves its editorial staff is so good 
that it is featuring it in a 24-page 
book printed on a fine grade of 
paper. The Mirror claims it has 
some of the most capable newspaper 
folk in the country on its staff and 
it explains its reasons in black and 
white in this volume. 


172. What cars do the wealthy 
drive? 

You have heard about “keeping 
up with the Joneses.” This book 
concerns itself with the Joneses 
themselves rather than those who 
imitate them. The statistics cover 
6,764 subscribers of the Wall Street 
Journal and the 10,933 cars they 
own. The answer is that “the 
wealthiest group of men in America 
buy motor cars in all price ranges.” 


143. Since ’way back in August, 
1922. 


This interesting booklet reviews 
the history of the country and 
Nation’s Business since 1922. It in- 
dicates the advertisers who began 
using that paper in various years, 
who are still at it, how and why. 


144. When she buys beds, for in- 
stance. 


This is one of a series of booklets 
issued by The Parents’ Magazine, 
discussing the marketing of specific 
products. As far as beds are con- 
cerned, it appears that marriage is 
frequently followed by the necessity 
of an expansion in sleeping facili- 
ties. 


137. Place of the Truck Distributor 
in Food Distribution. 


A reprint from The New Era in 
Food Distribution, Chicago, making 
an analysis of information collected 
from 300 truck distributors with the 
object of determining the importance 
of this type of outlet. Charts show- 
ing the number of items handled, 
brands, number of trucks, etc., are 
included. 


71. Time’s Circulation. 


A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


76. The Intelligence Factor in Ad- 
vertising. 


The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


THE MODERN VIEWPOINT 


—The New Yorker 


“I assure you, Madam, our responsibility don’t end with 
installin’ the tub. Our aim is to see that you get a thoroughly 
good bath.” 


Voice of the Advertiser 


Chemical Engineers 
Take Place in Sun 


To the Editor: The drawing of 
the gentleman in the white coat, 
holding a test tube to the light and 
scanning it searchingly, is giving 
way to a half-tone showing some 
actual celebrity. Chemical engi- 
neers are the latest to appear in ad- 
vertising illustrations. 

This tendency caused Chemical & 
Metallurgical Engineering, of New 
York, to comment editorially as fol- 
lows: 

“Miller tires had their Paul White- 
mans and James Montgomery 
Flaggs; Fleischmann’s Yeast its 
Professor Dr. Martin Mendelsohns; 
Palmolive had its society leaders and 
movie stars; Veedol its Rear Ad- 
miral Byrds; Luckies their Johnny 
Farrells and Babe Ruths; and chew- 
ing gum its Will Rogers. 

“For years these world-famous 
authorities have been revealing to 
the public their beauty secrets, how 
to avoid B. O. and how not to be 
one of the unlucky four out of every 
five. For years these informants 
have been recognized as the last 
word on matters from automobiles 
to chewing gum and yeast. But at 
last the chemical engineers have 
broken this monopoly and joined the 
ranks of the celebrities. 

“Such respected scientists as Lin- 
coln T. Work, of Columbia Univer- 
sity, and W. H. Beisler, of the Uni- 
versity of Florida, now tell us what 
oil to use in our Fords, and Jerome 
Alexander and Allen Rogers why we 
should use Colgate’s tooth paste. 
At last the chemical engineer has 
reached a spot in the sun. Who 
will be the next to follow the worthy 
example of these men and assist in 
raising the standing of the profes- 
sion to that of the movies and the 
stage?” 

OBSERVER 
* * * 


How Advertisers 


Curtail Investments 


To the Editor: I cannot agree 
with the hypothesis set up in your 
recent editorial, that large adver- 
tisers are using smaller space, thus 
making it possible for small manu- 
facturers to advertise to greater ad- 
vantage. 

In the first place, the larger manu- 
facturers are inclined to decrease 
the number of mediums, rather than 
the size of their space. For ex- 
ample, an advertiser in the building 
field who has been using two con- 
tractors’ papers and four architec- 
tural papers may cut out one of 
each, but maintain his full-page 
schedules. This policy reflects the 
agency’s viewpoint. 

We deviate from this policy in the 
case of certain class mediums where 


two-thirds of the page is available. 
One of the most successful cam- 
paigns we ever conducted was that 
of the Thomas Steel Company, with 
two-column copy in papers like 
Time and The Business Week. 

Conditions such as we have had 
recently cause the advertiser to be 
much more critical of his advertis- 
ing, while these conditions have no 
particular effect on the non-adver- 
tising smaller manufacturer, who is 
likely to be in bad shape. 

When you find that a manufac- 
turer never advertises, you find that 
most of his other policies are just 
about as antiquated. Consequently, 
he is a pretty sick sister during 
times of depression. 

OLIVER M. BYERLY 
Pres., Byerly-Humphrey & Prentke, 
Cleveland 


* * * 


Perhaps It Depends— 


To the Editor: Nothing in our 
experience during the past year 
would confirm the theory that the 
small manufacturer has had an un- 
usual opportunity. 

All of our large clients have in- 
creased their advertising and the 
smaller ones haven’t made much 
change. 

FRANK J. HERMES 

The Blackman Co., New York 


* * * 


—On Where You Sit 


To the Editor: Recent conditions 
have not been favorable to the de- 
velopment of the small advertiser. 


In our section of the country, not 
only have many large advertisers 
reduced their space to a certain ex- 
tent, but the smaller ones have fol- 
lowed suit, in some cases refusing 
to advertise at all. 

ok * ok 


But Small Space 


Seems More Potent 
To the Editor: We have suc- 
ceeded in getting a number of new 
advertisers started within the last 
few months. However, we do not 
believe this is due to their feeling 
that they have a greater chance just 
now. 


We have been able, for the most 
part, to get very satisfactory re- 
sponses from the use of small space 
by manufacturers with limited ap- 
propriations. 

A recent 14-inch, single column 
advertisement in Western Farm Life 
pulled close to 500 inquiries in three 
insertions. In all probability, the 
response was somewhat influenced 
by the relatively smaller amount of 
advertising seen at this time. 


R. H. Byrum 
Byrum Advertising Agency, Denver 
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ADVERTISING AGE 


F. O. Dunning Joins 
“The Grade Teacher” 


Frank O. Dunning, Jr., has be- 
come Eastern advertising manager 
for The Grade Teacher, after a 
number of years as Eastern man- 
ager for the Bruce Publishing Co., 
Milwaukee. 

Advertising and executive offices 
of The Grade Teacher have been 
moved from Boston to 441 Lexing- 
ton avenue, New York. 


Five Join at New York 


The Advertising Club of New 
York has five new members in 
James F. Barnett, Meriden Gravure 
Co.; Frank P. Connolly, Valspar 
Corp.; Ralph L. Culver, Dairymen’s 
League News; Howard G. Kitt, Fos- 
ter Wheeler Corp., and Percy O’Gor- 
man, New York Times. 


No. 8 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


NE of the worst ways of 

selecting an architect is 
by inviting several to present 
sketches. The one who hap- 
pens to be the best salesman, 
or who appears with the pret- 
tiest pictures (which he may 
have had some one else pre- 
pare) may win the commis- 
sion. The better architects 
will not descend to such a way 
of getting business, just as the 
better lawyers or physicians 
will not compete for a case on 
the basis of tentative briefs or 
competitive prescriptions. 


We have put some facts of this 
kind into a little booklet, “*This 
Man the Architect,” which we 
shall be glad to send upon re- 
quest, without charge, to any 
one who is interested. Please 
enclose a_ self-addressed 
stamped envelope. 


‘a ey 


Publishers of 


ARCHITECTURE 


— the professional journal—and 
of books on architecture 


CHARLES SCRIBNER’S SONS 
! 597 FIFTH AVE., NEW YORK J} 

Please send without charge a copy of 
| ‘*This Man the Architect’’ } 
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SEVERE TEST 
FOR EFFICACY 
OF ADVERTISING 


Two Factors Combine Against 
Branded Foods 


New York, August 28 — The un- 
employment situation, coupled with 
a declining market, has placed ad- 
vertised brands of foods in “a tough 
spot,” to use the vernacular. The 
buyer who is suffering from short- 
age of breath in the vicinity of the 
pocketbook or who has friends who 
are, is peculiarly susceptible to the 
“something just as good” argument 
when the price is lower. 

In addition, the independent grocer 
has always been reluctant to base 
his selling price on the market, even 
when the manufacturer urges him 
to do so. He usually marks goods 
at a selling price based on what he 
actually paid for them, this being 
true in both a rising and falling 
market. This means that he charges 
too much in a declining market and 
too little when the prices are rising. 
In the former, the buyer often 
blames the manufacturer for high 
prices. 

The Business Week believes that 
advertised foods are at a distinct 
disadvantage just now, pointing out 
that the chains are meeting more 
success in substituting cheaper, if 
less well known goods. 


Push Private Brands 


Here is the way it works, accord- 
ing to The Business Week: 

“In flush times people buy the 
well-known brands. They can afford 
to indulge a belief that high-priced 
foods are best and to demand the 
label which insures them of uniform 
excellence. But in the days when the 
purse opens reluctantly, when bills 
are scanned with a cold eye, price 
becomes a powerful factor. 


“In coffee the relative pull of price 
against national advertising can be 
judged by the figures of a New York 
chain store. This company estimates 
that last December the chains were 
selling 70 per cent unadvertised 
coffee against 30 per cent nationally 
advertised brands; the ratio has 
since dropped to 80 per cent unad- 
vertised against 20 per cent nation- 
ally advertised. Of course, the chains 
push their own brands; the point is 
they have more success doing so in 
times like these. 


“Also it must be conceded New 
York chain stores are not typical; 
they pick choice locations in highly- 
congested areas. 

“Billions have been spent to put 
the curse on the old expression, 
‘Here’s something just as good.’ A 
salesman using that line in a scien- 
tifically-run chain probably would be 
backed against the pickle barrel and 
shot. But there are diverse ways of 
killing cats. 


How Situation Works 


“A woman enters a chain store 
and asks for sliced bacon, naming 
an advertised brand. The salesman 
puts it on the counter. Beside it he 
places bacon put up by the chain. 

“*This is our own brand,’ he in- 
sinuates. 

“Ts it all right?’ asks the doubt- 
ful housewife. 

“‘Tt’s the best we can buy,’ the 
salesman answers, ‘Try it and if 
you don’t like it you don’t have to 
pay for it. It’s 5 cents a pound 
cheaper.’ If the woman’s family is 
feeling the pinch of the depression 
the chances are all for the chain 
store bacon. 


“The opposition raises the cry that 


i this is unfair competition. To which 


the chains answer: ‘In many cases 
the private brand is every bit as 
good as the nationally advertised. 
Sometimes it is better. And speak- 
ing of unfair tactics—how about the 


] advertisements now running in cer- 
tain magazines and newspapers in-| J 


sinuating that if you don’t buy na- 


WILL 


HOW NEW HOME OF NEW YORK TELEGRAM 


LOOK 


OMEN 


Newspapers are making some notable contributions to the 
architecture of the country and the proposed new home of 
the New York Telegram is no exception. 


tionally advertised goods you are 
likely to be stung on quality?’ ” 

In the radio field, the Sylvania 
Products Company, of Emporium, 
Pa., recently announced a price pro- 
tection policy which insures dealers 
against losses from declines. 

Such a policy, however, is re- 
garded as impracticable in the food 
field. It would wreck the manufac- 
turer adopting it, according to one 
expert. 


Louisville U. 


Plans Courses 
in Advertising 


Louisville, Ky., August 28— 
Courses in advertising are looked 
upon with favor by officials at the 
University of Louisville, it was said 
today by A. T. Miller, president of 
the Advertising Club of Louisville, 
and one of the club’s major efforts 
this fall will be toward the launch- 
ing of such departments at the uni- 
versity, he said. 


Closer co-operation with the “Y” 
in the promotion of its night classes 
in advertising and merchandising 
likewise will be extended by the club. 


The club will continue its policy 
of bringing outstanding men in the 
profession to address weekly lunch- 
eon sessions, Mr. Miller said. Speak- 
ers who will appear at September 
meetings are O’Neil Goodwin, adver- 
tising director of the Larned-Carter 
Company, Cincinnati, and John L. 
Erwin, advertising manager of the 
Cleveland Press. 


William H. McJunkin, of the Mc- 
Junkin Advertising Agency, Chi- 
cago, will be a guest during Octo- 
ber, as will Arthur Siegel, chairman 
of the program committee of the 
Retail Merchants Association of St. 
Louis. 


The club’s membership will be 
greatly augmented this year through 
invitations to be extended to sales 
managers of Louisville industries to 
affiliate. Only sales managers whose 
executive jurisdiction extends to 
the company’s advertising will be 
eligible for membership, it was said. 


Six Point League 
Plans Active Year 


Despite an increase in membership 
dues, the Six Point League, New 
York, will resume meetings Septem- 
ber 18 with a membership of 75, a 
new high-water mark. The speaker 
at the initial meeting will be O. C. 
Harn, managing director of the 
Audit Bureau of Circulations. 

Hil Best, president of the League, 
has re-appointed Thomas F. Clark, 
r., as chairman of the luncheon 


committee. 


Get New Accounts 


Anderson, Davis & Hyde, New 
York, are now handling the adver- 
tising of Arnold & North, Inc., New 
York, mantelpieces, fireplace acces- 
sories, etc.; Childhood, Inc., New 
York, children’s furniture and play- 
things; and Electrol of Westchester, 
Inc., White Plains, N. Y., Electrol 
oil burners. 


New Field for Jaros 


Ernest S. Jaros has resigned as 
sales promotion manager of the M. 
O’Neil Company, one of the May de- 
partment stores at Akron, O., to 
conduct a new service for manufac- 
turers selling to department stores. 
Mr. Jaros has opened offices in the 
Times-Press Building. 


Will Identify 
Local Dealers 
of Advertisers 


Announcement has been made of 
the organization of Advertised Prod- 
ucts Index, Inc., Chicago, which will 
operate a buying service on nation- 
ally advertised products through 
dealer directories published in daily 
newspapers. 

O. W. Bartlett, formerly manag- 
ing director of the Midland’ Club, 
Chicago, is president and treasurer; 
H. W. Kellogg, president of the Kel- 
logg Group, Inc., is vice-president; 
J. E. Lewis, formerly vice-president 
of the Tell-U-Where Service, vice- 
president, and Frederic Kammann, 
secretary. 

The service is being placed with 
local newspapers on a _ franchise 
basis, and will be available to na- 
tional advertisers after a sufficiently 
large group of newspapers has been 
organized. 


RUPERT HY THOMAS 


Lo — the poor 
architects 


Busy men—75% of all building 
construction goes over their 
boards. They want to know 
about new products, new uses, 
new developments. Your sales- 
men work hard to see them— 
and to sell them. They can’t see 
all salesmen—but they do read 
their professional magazines. 
Do your advertisements give 
them the facts they want? 

We have facts we'd like to sub- 
mit showing results when archi- 
tectural copy is written by men 
who understand the architect— 
copy based on facts the archi- 
tect wants. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


NOT. 


that ot. Ss, 


Milwaukee | 
is very definitely — 


a one newspaper 
market .... 


Milwaukee advertisers and 
Milwaukee agencies —— those 
who know Milwaukee— 
testify by their week-in 
and week- out performance 
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DUAL POLICY 
OF KLEEN-KUT 
WINNING OUT 


How Bonded Razor Blades Are 
Sold 


New York, Aug. 28.—An inspira- 
tion for copy drawn from the credo 
of the man in the street, instead of 
from facts alone, features the adver- 
tising of Kleen-Kut blades for safety 
razors, manufactured by the Auto- 
matic Merchandising Machine 
Corporation, New York. 


The myth that razor blades made 
by established manufacturers vary 
exceedingly in sharpness and quality 
of the steel has long been current 
among the majority of consumers. 
The explanation for the error lies 
chiefly in the varying sensitiveness 
of the skin and the care taken to 
protect the cutting edge of the blade, 
together with the inaccuracies and 
exaggerations common to folk-lore. 
The truth is that uniformity of 
materials and manufacturing meth- 
ods makes uniformity of the product 
a matter of course. 


However, the AMMCO advertis- 
ing, prepared by Huber Hoge, Inc., 
New York, is obviously intended to 
sell Kleen-Kut blades and not to 
correct a misunderstanding. Since 
the consumer wishes to believe that 
all blades vary in quality, the ad- 
vertising saves lineage by tacitly 
admitting the correctness of the 
belief and proceeding from that 
point. This is done by guaranteeing 
five perfect shaves from each blade. 

AMMCO began modest operations 
in New York City about a year ago. 
Its history suggests that enterprise 
and a policy of independence are 
more likely to boost sales than an 
ultra-accommodating disposition. 


Sells for Cash 


The company does not sell chain 
stores outright, sells direct to deal- 
ers on a cash and carry basis, re- 
quires them to meet a quota, and 
engages only salesmen who will 
devote full time to the line. 


Theodore Seideman, sales man- 
ager of the company, told ADVERTIS- 
ING AGE how it works: 


“It is possible to sell dealers on a 
cash and carry basis,” he said, “pro- 
viding the product is right from a 
price and quality standpoint, that 
the goods are advertised sufficiently 
to create a good initial demand and 
that the dealers are protected against 
price-cutting. 

“Our experience is that we never 
need fear price-cutting from the 
independent dealers but that we may 
expect it as a matter of course from 
the chains. We prefer building busi- 
ness slowly with the independents to 
selling chains in larger volume. 
Thus we avoid the price-cutting, 
which in many cases has resulted in 
a product being forced off the market 
altogether. 

“A differential of less than 10 per 
cent between chain and independent 
prices on an item like ours would 
kill the independent business imme- 
diately. Merchandising brands 
through chain stores is a specula- 
tion, with the odds against the 
manufacturer. 


Guarantees Performance 


“We have offset the severity of 
our terms with advertising and other 
merchandising features. It is cus- 
tomary for blade manufacturers to 
make guarantees of an indefinite 
kind, but we are the only ones to 
guarantee specific performance from 
each blade. This fact, featured in 
our advertising, has appealed 
strongly to dealers as a sales aid, as 
has also our offer to guarantee their 
profit by reimbursing them the full 
resale price for any merchandise 
returned.” 


Kleen-Kut blades are distributed 
to dealers in much the manner as 
are General cigars. The salesmen 


Here are three of the officers of the Milline Club, formed 


in San Francisco for advertising men under 35. 


Left to 


right, R. S. Nicholson, M. C. Mogensen & Co., secretary- 
treasurer; Ralph Yambert, Emil Brisacher & Staff, program 
chairman, and Mac Campbell, Erwin, Wasey & Co., presi- 


dent. 


sell the dealer, deliver the order and 
collect for it in one call. 


As an alternative to the cash and 
carry proposition the dealers are 
offered an automatic vendor, which 
the company’s salesmen install and 
service. With this arrangement the 
dealer makes no investment and is 
allowed a percentage of the intake. 


Preston Herndon, president of the 
company, is the owner of the patents 
covering the company’s automatic 
vendor. It is manufactured by the 
American Can Company, Maywood, 
Ill. According to Mr. Seideman, 
automatic merchandising is to be- 
come a revolutionary force in mer- 
chandising. 

“Our experience with the vending 
machine has been fascinating,” he 
said. “It has entirely remade our 
opinion as to where and how blades 
can be sold. 


A Pleasant Surprise 


“Locations which we considered 
doubtful experiments have proved to 
be big outlets. In this class come 
locker rooms in golf clubs and 
gymnasiums, lavatories in public 
buildings, filling stations and other 
stopping points for automobile tour- 
ists, railway coaches and stations, 
hotel lobbies, etc.” 


Evidently many executives con- 
sider a fresh shave an essential 
preparation for an evening confer- 
ence away from the joys of their 
legal firesides. Such may be adduced 
from the fact that Kleen-Kut dis- 
pensers in large offices are doing a 
rushing business. 


The greatest surprise has been 
the amount of business done by the 
automatic machines in_ sporting 
goods stores and men’s furnishings 
stores. After a trial, the Wilson 
stores and the DeVegas sporting 
goods chain, neither of which had 
previously sold blades, made the 
Kleen-Kut dispenser a _ standard 
item of store equipment. 


A merit of the automatic mer- 
chandising machine that has re- 
ceived little consideration hereto- 
fore, pointed out Mr. Seideman, is 
that it enables the manufacturer to 
avail himself of the merchandising 
facilities of the chain store and at 
the same time remain master of the 
price situation. 


Inherits $50,000 

Thayer Jaccaci, of New Canaan, 
Conn., art buyer with the J. Walter 
Thompson Company, New York, was 
made chief beneficiary by the will 
of his father, Augusto Florian Jac- 
caci, noted decorative artist, who 
recently died in France. Mr. Jaccaci 
receives $50,000, in addition to valu- 
able paintings. 

The elder Jaccaci, who was 74 
years old at the time of his death, 
was a close friend of both Mark 
Twain and Theodore Roosevelt. He 
served as art editor of both Mc- 
Clure’s and Scribner’s. 


Back in Book Field 


George Palmer Putnam, who re- 
signed recently as_ vice-president 
and treasurer of G. P. Putnam’s 
Sons, book publishers of New York, 
has become vice-president of Brewer 
& Warren, of that city. 


Four Cities 
Seek A. F: A.’s 
1931 Meeting 


New York, August 28—Officers 
and directors of the Advertising 
Federation of America expect to 
have a difficult time selecting a city 
for the 1931 convention when they 
meet in New York in September for 
that purpose. 


Several cities have entered bids 
for the convention. Present indica- 
tions are that either Miami, Ha- 
vana, Boston or Toronto will be 
selected. 


The best bet at present appears to 
be Miami. Committees to handle 
the convention if that city is chosen 
have already been appointed there, 
and just as soon as the decision is 
made, providing Miami wins out, 
these committees will be ready to 
start work. In addition, the mayors 
of some 20 cities in Florida have 
forwarded requests to association 
headquarters that the meeting be 
held in Florida, while a special mes- 
sage to the same effect has been re- 
ceived from Governor Doyle Carlton. 


Havana is another city that has 
extended an invitation for next 
year’s meeting, accompanying its 
request by a statement that the 
meeting will do much to cement the 
friendly relations of this country 
with Latin-America. Havana also 
entered a vain bid for the 1926 
meeting. 


Five Manufacturers 


to Use A. M. A. Seal 


Five more advertisers have been 
granted permission to use the “ac- 
cepted” seal of the American Med- 
ical Association, Chicago. 

They are Canada Biscuit Co., 
London, Ont., on Sun Wheat bis- 
cuits; Sawyer Biscuit Co., Chicago, 
for Sunwheats; Horlick’s Malted 
Milk Corp., Racine, Wis., for Hor- 
lick’s malted milk and Horlick’s 
sweet chocolate flavor malted milk; 
and General Foods Corp., New 
York, and the Postum Company, 
Battle Creek, Mich., for Grape-Nuts. 


Leaves Radio Field 


C. H. Brown, former sales man- 
ager for the De Forest Crosley 
Radio Company in Canada, has be- 
come advertising and sales manager 
for J. H. Connor & Son, Ottawa, 
Canada, manufacturers of Thermo 
washers and other household equip- 
ment. 


Get Financial Account 


Klau - Van Pietersom - Dunlap- 
Younggreen, Inc., Milwaukee, is 
now directing the advertising of 
Paine-Webber & Co., of that city, 
selling bonds, stocks and investment 
securities. 


Du Vall Has Heiress 


Clyde W. Du Vall, advertising 
illustrator of Rochester, N. Y., took 
time out from paid work recently to 
get out an announcement of the ar- 
rival of a baby girl at his house. 


Westinghouse 
Radio to Have 
Idea Contest 


East Pittsburgh, Pa., Aug. 28.— 
With the opening on September 25 
of the Westinghouse Radio Idea 
Contest, the Westinghouse Electric 
& Manufacturing Company will ex- 
tend to all America an invitation to 
join its cabinet designing staff. At 
that time, the company will open 
a nation-wide suggestion box with 
an offer of prizes totalling $10,625 
as an incentive for offering ideas 
for cabinets. 


Anyone may compete except em- 
ployes of the company. The contest 
closes December 24, 1930, and all 
ideas must be in the mails before 
midnight December 24. The winners 
will be announced January 19, 1931. 

The rewards for which those who 
accept the invitation and join the 
Westinghouse Radio “Idea Depart- 
ment” will compete range from the 
first prize, a trip to Europe with all 
expenses paid or $5,000 in cash, to 
25 prizes of $25 each; and include 
between these limits the second 
prize, a $2,000 automobile of the 
winner’s choice or $2,000 in cash; 
the third prize, a $1,000 check; five 
prizes of $200 each; five prizes of 
$100 each; and ten prizes of $59 
each, 


These prizes will be awarded to 
those submitting the best 48 original 
and acceptable ideas for beautifying 
radio cabinets. If a winning idea is 
submitted by more than one person, 
the full prize will be awarded each 
contestant. All prize-winning ideas 
will become the property of the 
Westinghouse Electric & Manufac- 
turing Company. 

The judges for the contest will be 
Helen Koues, director of Good 
Housekeeping Studio; Neysa 
McMein, famous artist; Rosamond 
Pinchot, prominent actress; Ray- 
mond Loewy, Parisian artist and 
designer; E. B. Ingraham, vice- 
president. Times Appliance Company, 
New York, and A. W. Robertson, 
chairman of the board, Westing- 
house Electric & Manufacturing Co. 


Cheney To Make 
Book Survey for 
Publishers 


New York, August 28—Financed 
by the National Association of Book 
Publishers, the Employing Book 
Binders Association of America, 
booksellers, paper manufacturers 
and allied trades, a comprehensive 
survey of the book publishing indus- 
try will be undertaken by O. H. 
Cheney, formerly vice-president of 
the Irving Trust Company, of New 
York. 

The main object of the survey, 
Mr. Cheney explained, is to discover 
how good books can be made avail- 
able to as many readers as possible. 

“It is not planned to fight any one 
or anything,” Mr. Cheney said, “ex- 
cept uneconomic conditions and prac- 
tices which hamper publisher, au- 
thor, manufacturers and retailer 
alike. 


“The great merchandising prob- 
lem is to develop book-store distri- 
bution of books. The book-store is 
and will undoubtedly continue to 
be the principal outlet for the large 
majority of books. The drug store 
will never become a book-store be- 
cause it sells some kind of books any 
more than it will become a jewelry 
store because it sells cheap brace- 
lets and watches. 


“There is no doubt, however, that 
the drug and cigar chains may prove 
to be valuable outlets for certain 
limited types of books, and thus help 
to increase the number of prospects 
for the regular bookstores.” 


New Paper Suspends 


The Fairbury (Neb.) Advertiser 
has suspended publication after a 
run of four months. Carl Leach is 
the publisher. 


NICOTINELESS 


TOBACCO COPY 
BANNED BY U.S, 


Federal Trade Commission Acts 
Against Advertiser 


Washington, D. C., Aug. 28.—The 
Federal Trade Commission has an- 
nounced an agreement with a cor- 
poration manufacturing cigars and 
tobacco products whereby it will dis- 
continue in its advertising words or 
combinations of words suggesting 
that its preducts are free from nico- 
tine and are harmless when such is 
not the fact. 


This agreement will go down in 
the records as stipulation No. 636. 
In accordance with its policy in such 
cases, the Commission will not 
divulge the identity of the manu- 
facturer. 


Other cases settled by agreement 
during the past week were as fol- 
lows: 


Stipulation No. 632.—An appli- 
ance for use in internal combustion 
motors is manufactured by an in- 
dividual who advertised it to imply 
that the product is patented, which 
is not so. He agreed to stop this 
practice as well as to cease printing 
false statements on the carton in 
which his product is packed con- 
cerning the price or value of the 
article, and supplying customers 
with an article labelled with a false 
price known to be in excess of that 
at which it is usually sold at retail. 

Stipulation No. 633.— Signing a 
stipulation, a corporation jobber of 
fountain pens, pencils, watches and 
novelties agrees to stop using the 
word “rebuilt” as descriptive of 
watch products which have not in 
fact been overhauled or recon- 
structed. 


Ban Imaginary Factories 

The company agrees also not to 
carry in its advertisements ad- 
dresses of factories, and to discon- 
tinue employing the word “factories” 
in a way that would imply to buyers 
that the company owns or controls 
the factories indicated, wherein 
these watches are made, when such 
is not true. 


Stipulation No. 635. — Copartners 
selling and distributing carbon paper 
agree to cease carrying the word 
“manufactured by” on their labels, 
letterheads or stationery so as to 
imply to buyers that they own or 
control a factory wherein such car- 
bon paper is made. 


Stipulation No. 637.—A_ corpora- 
tion selling and distributing cotton, 
rayon and silk linings agrees not to 
display in its advertisements combi- 
nations of words containing “satin” 
and “serge” so as not to deceive 
buyers into believing that its goods 
are made respectively, either in 
whole or in part, of silk or wool, 
when such is not the fact. 


Lumber Expert Joins 
Kansas City Agency 


M. S. Munson has joined R. J. 
Potts & Co., Kansas City, and will 
specialize in lumber and _ building 
material accounts. 

Mr. Munson was formerly trade 
promotion manager in charge of ad- 
vertising of the Exchange Sawmills 
Company, of Kansas City, producer 
of Essco lumber products. 


Boerger Re-Opens 


The offices of the Edward G. Boer- 
ger Company, Logansport, Ind., 
agency, which have been closed 
since May 1, will reopen September 
2. An affiliated concern, the Con- 
solidated Amusement Company, will 
also resume business on that date. 


Has Furniture Account 


John H. Hutaff, Inc., New York, 
has appointed the New York office 
of the P. F. O’Keefe Advertising 
Agency to direct its account. The 
company imports antique furniture 
and does interior decorating. 
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Writer Relates 


How to Develop 
Good Soap Copy 


New York, August 28—R. H. 
Eisenhardt, vice-president of the 
James F. Newcomb Company, has 
been writing some pretty good soap 
copy recently, he said in an address 
here. However, Mr. Eisenhardt had 
to put in some hard work before he 
got the angle that he felt would con- 
vince possible buyers.. 

“My copy chief handed me a few 
cakes of scap which, true to tradi- 
tion, I arranged in a nice little pyr- 
amid on the edge of my desk,” he 
related. 

“From time to time I gazed at 
that soap a bit wistfully, for it 
wasn’t beautiful soap, either naked 
or wrapped. It was just yellow 
laundry soap, and no matter how 
many pipes I smoked over it, nor 
how often I looked at it through 
clouds of blue-sky dreaming, it still 
was yellow laundry soap. 

“Then one day I reached up into 
the heavens and pulled down some 
splendid adjectives. I added these 
to a choice selection of nouns, verbs, 
participles and punctuation marks, 
and lo! there was soap copy that 
took those homely yellow chunks out 
of the washtub and made them seem 
like something. 

“Then I took the whole campaign 
home to my just-recently-acquired 
wife, prepared to listen to the rhap- 
sody of praise that is the birthright 
of a clever husband. 


“She raced through those adver- 
tisements with joy in her eye. ‘I 
knew it,’ she said after she had 
turned the last advertisement face 
down upon its predecessor. ‘I’ve 
always known you could write fic- 
tion if you’d only set your heart to 
it.’ 

“I slumped and sulked ’most all 
the evening till finally, in despera- 
tion, I asked in the most feeble voice 
you can imagine, ‘What shall I do?’ 


“*To begin with,’ she suggested, 
‘if I were you I’d take some of that 
soap and I’d go down into the base- 
ment and do the wash.’ 


“For two days I did the wash— 
all kinds of wash, from grease- 
stained overalls down to those things 
copy men are not supposed to write 
about. Then I went back to my 
typewriter and wrote some advertis- 
ing—advertising that had as its one 
mission in life the sale of plain, 
ordinary, everyday yellow laundry 
soap to women who got backaches 
over their laundry tubs. 


“And it sold soap, though never 
will I forget the skeptical attitude 
of the manufacturer of that soap 
when the copy was presented for his 
approval. He expected something 
finer, more polished; something 
with a little more atmosphere to it. 
He wanted silk-hatted adjectives 
and participles.” 


Start Radio Paper 


The first issue of Radio Sales and 
Service will be published from Chi- 
cago in October. The new publica- 
tion will blanket the field with free 
distribution of 47,300 copies, it is 
announced. R. D. Albright is gen- 
eral manager. 


Publisher Runs Again 


Gilbert M. Hitchcock, former 
United States Senator from Ne- 
braska, and publisher of the Omaha 
World-Herald, has been nominated 
by the Democratic party to run 
against Senator George W. Norris. 


Join Buffalo Club 


Three members of the Buffalo 
Times are new members of the 
Greater Buffalo Advertising Club. 
They are Herbert C. Wright, Irving 
Hershorin and John F. Cole. 


New Station in Buffalo 


_ Station WBEN will go on the air 
in Buffalo early in September. Roy 
W. Nagle has joined the station’s 
commercial broadcast department. 


We'll play these 


The sheer weight of power and authority against mere 
numbers. 


There are only a few major executives with final authority 
in any business; they are mighty hard to reach—most 
important to reach. 


When you’ re selling to the business market—when you’re 
out to reach the top-kicks of business—doctors, dentists, 
movie stars, artists, teachers, authors, druggists, and 
hay merchants don’t count. : 


For the first time you can now reach the “aces’’ of 
American business without excessive waste—through 


The Business Week. 


Two questions you will probably want to ask us—‘Have 
you got ’em?’’ “Do they read it?’’ 


We'll be glad to put the cards on the table any time you'll 
call us. 


The Business Week 


McGraw-Hill Publishing Company, Inc. 
Tenth Avenue and 36th Street, New York 
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Austin Healy Dead 


Austin Healy, once with the New 
York office of N. W. Ayer & Son 
and later with the Phillip Kobbe 
Company, died in New York August 
16. Mr. Healy was an invalid for 
several years. Funeral services were 
held August 19. 


THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individaal 

Letters 


Telephone Wab. 8655-8656 
440 So. Dearborn 8t., Chicago, Ill. 


| REDUCE YOUR COST 
OF SELLING [ones Pat 
Folders, Blotters, Booklets, Catalogs 
Pos andThe 


, ete., ete. 
' monthly "T 
published continuous. 


magazine— 
since 1915—is entirely 
devoted to Direct Mai févertising ond Selling. 

ll of sound 


. 00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag Srotiiys. x: ¥.l 


Tell them 


50,000 
SUBSCRIBERS 


de Sources 
ey 


I50Q00 
READERS 


fel 


New York 
8East 13% Street. 


‘Building Age’ 
To Merge with 


‘AmericanBuilder’ 


Building Age, established in 1879 
and published in New York by Na- 
tional Trade Journals, Inc., and 
American Builder, Chicago, 
lished by the American Builder Pub- 
lishing Corporation, a subsidiary of 
the Simmons-Boardman Publishing 
Company, will be merged with the 
latter’s October issue under the 
name of American Builder and 
Building Age. American Builder 
was established in 1905. 


The merger is one of the largest 
which has occurred in the business 
paper field. It involves the final 
putting together of seven publica- 
tions in the building industry, since 
National Builder, Permanent Build- 
er and The Builder’s Journal had 
previously been merged with Build- 
ing Age. American Builder in- 
cluded also Home Building and 
Building Developer. 

The Simmons-Boardman Publish- 
ing Company, New York and Chi- 
cago, is also publisher of Railway 
Age, Marine Engineering and Ship- 


ping Age, Airway Age and six 
other business papers in various 
fields. 


Has Coffee Account 

The International Coffee Com- 
pany, New York, roaster of Cham- 
ador coffee and packer of Golden 
Siva tea, has appointed Huber Hoge, 
Inc., advertising agency of that city, 
to direct its advertising. Newspapers 
will be used. 


Appointed by Kellogg 

Walter Janvier, Inc., New York, 
has appointed Redfield-Coupe, Inc., 
advertising agency of that city, to 
direct the advertising of Kellogg’s 
castor oil. Magazines are being used. 


“Journal” to Start 
The Mansfield (Ohio) Journal 
will begin publication September 2 
,~ a new daily, evening except Sun- 
ay. 


pub- |. 


HELPING NEW ENGLAND MANUFACTURERS 
TO LARGER PROFITS 


4. OUR SALES PLAN 


No. QUESTIONS 


Tae ANsweR 
or Topay 


Date Date 


Sucoersts Tuts Action 
Bs Taken 


Cuecx Up Resutts 
Two Montss Hence 


Date 


territories? salesmen? 


37 Da we maintain adequate records of 
sales, by items? lines? accounts? 


38 What items in our line constitute the 
bulk of our sales? of our profits? 


“loss-items”? 


39 On what items do we lose money? 
Should we discontinue any of these 


40 


clined? Do we know why? 


In what territories have our sales de- 


41 Are our quotas broken down into 
amounts of “repeat” and of “new” 
business expected from each terri- 


service to customer? 


tory? 
42 Are our present sales outlets right as 
to type? location? number? methods? 


mov 
tomer? 


43 Are there any new trade channels 
through which our goods can be 
economically to the cus- 


44 


Are we cultivating the New England 
market as intensively as we should? 


45| Are we exporting? If not, why? 


46 


should eliminate? 


Will the market absorb our output 
on a capacity basis? Have we any 
excess manufacturing capacity we 


47 


Do we forecast and budget sales? 


48 Are we balancin 


made? 


our sales and our 
production with respect to quanti- 
ties to be manufactured and carried, 
quality standards to be maintained, 
costs to be met, steady employment 
for our workers, and profits to be 


49 


Who are our competitors, within our 
industry? outside our industry? 


50 


Are we cooperating with the other 
members of our industry in meetin 
the competition of other industries 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon! 


posted on the 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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those matters? 


51 What is there in our competitors’ pro- 
ducts, services, or methods, not in 
ours? Should we “match” them in 


This is another in the series of charts issued by the Industrial Committee of the New 


England Council. 


Advertising 
Begins at Home 
in New England 


Boston, Mass., Aug. 28.—In addi- 
tion to well-known forms of adver- 
tising, the Industrial Committee of 
the New England Council is urging 
manufacturers in that section to 
avail themselves of inexpensive 
methods. Two years ago the council 
conducted a campaign for better 
identification of factories, as a 
means of advertising to motorists. 


A check-up of 300 New England 
manufacturers showed the following 
results: 


1. Firms having one or more signs 
bearing firm names on factory, 90 
per cent; one sign easily seen from 
highway, 84 per cent; another sign 
easily seen from railroad, 50 per 
cent. 

2. Firms showing product name, 
brand, or trade mark, 54 per cent. 

3. Firms having product display 
room at factory, 49 per cent; firms 
displaying products in local hotels, 7 
per cent; firms displaying products 
in local banks, 3 per cent; firms 
displaying products in railroad sta- 
tions, 4 per cent. 

4. Firms inviting travelers to 
visit factory: By signs easily seen 
from highway, 11 per cent; by signs 
easily seen from railroad, 2 per 
cent; by signs in factory display 
room, 5 per cent; by advertising in 
local papers, 8 per cent; through 
local merchants carrying the manu- 
facturer’s lines, 19 per cent. 

5. Firms whose products are dis- 


played and sold by local merchants, 
43 per cent. 

6. Firms selling at retail at plant 
to out-of-town customers, 25 per 
cent; firms crediting discount on 
factory sales to dealer in home town 
of the visitor, 15 per cent. 

7. Firms whose buildings present 
attractive appearance to travelers, 
90 per cent. 

8. Firms whose factory grounds 
are tidy and well-kept, 84 per cent. 

9. Firms who invite customers, 
prospects, and sales representatives 
in other parts to “vacation in New 
England and visit our plant,” 62 per 
cent. 

10. Firms who believe the pros- 
perous outward appearance of New 
England factories and _ industrial 
establishments favorably influences 
the traveler’s impressions of New 
England industry, and who are in 
accord with the Council’s activities 
toward improving this appearance, 
95 per cent. 


Made Sales Director 


F. O. Van Keuren, formerly vice- 
president of the Louis F. Dow Com- 
pany, St. Paul, has become a sales 
director of Brown & Bigelow, of 
that city. 

Brown & Bigelow, the largest 
manufacturers of advertising novel- 
ties in the world, are enlarging their 

lants at Mexico City, Havana and 

indsor, Ont. 


Name Representatives 


The Caldwell (Kansas) Messenger 
& News has appointed Inland News- 
paper Representatives, Inc., in the 
national field. 
ae - ome gf & saves have 

nh appoin y the oygan 
(Wis.) Press, = 


Court Order 
Halts Attack on 
Outdoor Sign 


Albany, N. Y., August 28—Colonel 
Frederick S. Greene, superintendent 
of public works, has been served 
with a temporary order halting the 
construction of a lattice he had or- 
dered in front of an outdoor adver- 
tising sign at the Poughkeepsie end 
of the mid-Hudson bridge, which 
was formally opened this week. 

The board is located on private 
property. Unable to secure its re- 
moval, Colonel Greene ordered a lat- 
tice erected in front of it to shut 
out a view of the board by passing 
motorists. 

Commenting on the action of the 
court, Colonel Greene said that 
where the new bridge is concerned 
he would erect screens on the state 
property to block out a view of the 
boards erected on privately owned 
lands. 

“Some of these fellows have so 
little sense of decency,” the colonel 
declared, “that they do not hesitate 
to block off all of the scenery and 
have the motoring public pass 
through lanes of glaring billboards 
instead of the natural setting.” 

That many do not agree with the 
colonel, however, is indicated by the 
fact that in two sessions of the New 
York Legislature he has had bills 
introduced to eliminate certain out- 
door advertising through the me- 
dium of a state tax. All of these 
bills were killed in committee meet- 
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OIL COMPANIES 
FOLLOW LEAD 
OF STANDARD 


Many Now Selling Automobile 
Tires 


New York, August 28—The Stand- 
ard Oil Company of New Jersey, 
which recently announced a plan of 
selling tires and tubes at company- 
owned service stations, now plans 
to extend the idea through the Im- 
perial Oil Company, Ltd., the Hum- 
ble Oil & Refining Co. and the 
Standard Oil Company of Louisiana. 


The latter will put the plan into 
operation in the immediate future. 


Standard, however, is not alone in 
its adoption of the new policy. The 
Pocahontas Oil Corporation, of 
Cleveland, has announced its entry 
into the tire business, while the 
White Star Refining Company, of 
Detroit, took this action several 
months ago. 


It is now more than a year since 
the Colonial Beacon Oil Company, 
subsidiary of the Standard of New 
Jersey, added tires to its service sta- 
tion lines. 


National Petroleum News dis- 
cussed the question of brands as 
follows: 


Division of Brands 


“The Standard of New Jersey will 
sell its own brand, the Atlas, intro- 
duced in New York State and New 
England last year by the Colonial 
Beacon and handled by its subsid- 
iary, the Atlas Supply Company. 


“The White Star Refining Com- 
pany is selling its own brand, Staro- 
line, named for the company’s pre- 
mium gasoline and motor oils. 


“Pocahontas is beginning the sale 
of the Pharis tires, made by the 
Pharis Tire & Rubber Company of 
Newark, O. Tri-State Refining Com- 
pany of Ashland, Ky., is selling 
Fisks. C. A. Pierce Oil Company, 
Akron, O., handles Seiberlings; Alle- 
gheny-Arrow Oil Company, Wooster, 
0., Firestones. In the middle west 
one finds almost every standard 
brand handled by some oil com- 
pany. Among successful tire mer- 
chandisers in Kansas are the Kent 
Oil Company and Lesh Oil Com- 
pany. 


“Opinion varies among tire manu- 
facturers as to whether oil com- 
panies make good tire merchants. 
Firestone has favored the Firestone 
company controlled dealer or com- 
pany owned outlet. Firestone now 
controls through majority ownership 
between 300 and 400 super-service 
stations in the United States. 


“Goodrich is perhaps the second 
largest owner of company-controlled 
super-service station outlets. Yet 
Goodrich, one is told in Akron, looks 
with favor on oil company distribu- 
tion for its tires and tubes. 


Experience with Tires 


“The Standard Oil Company set 
aside a tire department in its first 
super-service station in Ohio. The 
department was operated by Good- 
rich. The petroleum  business— 
gasoline, oil and greasing—pros- 
pered, but the tire end lagged. 
Finally the tire department was dis- 
mantled and the space used for 
more greasing facilities and a spe- 
cialty oil display room. 


“Pocahontas is doing what oil 
companies that have not succeeded 
as tire merchants failed to do: they 
are hiring a tire man to supervise 
the tire department. 


“Batteries may be next, for a bat- 
tery business supplements a tire 
business. The chief tire trade comes 
in summer and the battery trade in 
winter. The price situation in each 
line, though low, seems to promise 
additional profits if operated on a 
sound basis.” 


DEBATE OVER POSTAL RATES AMUSES MR. DOBSON 


Voice of Sky 
Has Operated 
for Four Years 


New York, August 28—The state- 
ment of a visitor from abroad that 
America lags behind Europe in air- 
plane advertising does not coincide 
with the experience of the Voice of 
the Sky, Inc., which has been serv- 
ing advertisers since 1926. 


The organization has worked out 
schedules and other details with the 
same exactness that characterizes 
the rate card of a publication. 


A tri-motor crew consists of four 
men: pilot, mechanic-observer, oper- 
ator and announcer. The operator 
is crew chief and issues all instruc- 
tions. A system of signals co-ordi- 
nates the work while in the air. A 
ground manager ties in on opera- 
tions in large cities. 


The organization suggests that 
messages be brief. Each should 
carry the name of the advertiser, 
his dealer, or the product. Complete 
continuity usually consists of from 
20 to 30 messages, each of 10 to 20 
words. 


If the advertiser is a radio broad- 
caster, his radio signature or theme 
melody may be used. The continu- 
ity is usually in harmony with the 
current advertising in publications. 

The Voice of the Sky has a five- 
mile voice. The tone of the an- 
nouncer is magnified 1,600,000 times, 
so that the roar of a busy city is no 
obstacle to getting the message over. 


Doremus to Survey 
National Rice Market 


Following their appointment as 
advertising counsel for the Rice 
Growers Association of California, 
Doremus & Co., San Francisco, will 
make a market survey to determine 
the advisability of a national adver- 
tising campaign. 

Plans have already been made for 
a radio campaign in selected Pacific 
Coast cities. The association repre- 
sents 90 per cent of California rice 
production. 


M. F. Reddington 
Handles Buick Copy 


The August 23 issue of ADVERTIS- 
ING AGE incorrectly said that the 
outdoor advertising of the Buick 
Motor Company is placed by A. V. 
Reddington, Chicago. 

This account is handled by M. F. 
Reddington, Inc., New York agency 
specializing in outdoor advertising. 


Borden Clients 
Get Direct Mail 
with A. M. Milk 


New York, August 28—Let the 
Federal economists and the cham- 
pions of direct-mail stage a hand- 
to-hand conflict over the proposed 
postal rate increases and John Dob- 
son, advertising manager of Bor- 
den’s Farm Products Co. smiles a 
large No. 10 smile. 

And this amused attitude doesn’t 
arise from the fact that Borden’s 
does not employ direct-to-the-user 
advertising. Not by 40 or 50 thou- 
sand pieces a month. But Mr. Dob- 
son has his own mail toters and the 
matter reaches the housewife “spe- 
cial delivery.” 

And here’s how. Borden’s employs 
over 5,000 drivers and direct contact 
people and Mr. Dobson asked them 
if they’d mind taking along his 
pamphlets, leaflets and circulars, 
leaving them when they deposited 
the double-thick-cream and other 
lactory products in the nation’s 
hallways, back doors and dumb- 
waiters. The boys didn’t mind and 
so Mr. Dobson can conduct a direct 
mail campaign on an expense basis 
that would satisfy even a chronic 
economist in a panic era. 

In addition to liking his calling, 
Mr. Dobson admits to a preference 
for golf, handball and an English 
looking pipe that works on either 
direct or alternating current as well 
as soft coal and Grade “A” coke. 
Mr. Dobson has been directing ad- 
vertising affairs at Borden’s for five 
years. The New York Herald and 
H. K. McCann provided the earlier 
creative background. 


Issue New Reports 
on Grocery Survey 


The Domestic Commerce Division, 
Department of Commerce, has is- 
sued two new analyses on the Louis- 
ville grocery survey. They are en- 
titled, “Selling Coffee through Re- 
tail Stores” and “Selling Cereals 
through Retail Stores.” 

These are available without 
charge, as are succeeding analyses, 
a number of which will be made. 


New U. S. Bureau 
for Small Merchants 


The Domestic Commerce Division 
of the Department of Commerce, 
Washington, has created a “small 
business section” to co-operate with 
small retailers. James A. Jackson 
heads the new section. 


Textile Directory Out 


The 36th annual edition of the 
Official American Textile Directory 
has been issued by Bragdon, Lord 
& Nagle, New York. The volume 
also contains the American Direc- 
tory of the Knitting Trade. 


Bulletin on Grapefruit 


“Canned Grapefruit Production 
and Trade” is the title of Trade In- 
formation Bulletin 706, which may 
be secured from any branch of the 
Bureau of Foreign and Domestic 
Commerce for 10 cents. 


Penton Purchases 
“Automotive Abstracts” 


The Penton Publishing Company, 
Cleveland, has purchased from the 
Automotive Abstracts Company, 
Inc., Columbus, O., its monthly pub- 
lication, Automotive Abstracts. 

It was founded eight years ago by 
John Younger, now professor of in- 
dustrial engineering at Ohio State 
University. Mr. Younger, who is 
vice-president of the Society of Au- 
tomotive Engineers, will continue as 
editor. W. S. Doxsey of the Penton 
company has been named publisher. 


Appointed by Akro Agate 

The Akro Agate Company, Clarks- 
burg, W. Va., has appointed Clark- 
McDaniel-Fisher & Spelman, Akron, 
O., which will use boys’ papers, busi- 
ness papers and direct mail. 


To Finance Brunswick 


The Commercial Investment Trust, 
Inc.. New York, will handle the 
financing of sales of the Brunswick 
Radio Corporation, New York, it is 
announced. The Brunswick Radio 


Truth about 
National Brands 


What does the future hold 
for them? What are the 


trends? Where are they 
headed? 


Interesting facts are dis- 
closed, figures and names 
are given in a statistical 
study of the advertising of 
food dealers—chains, vol- 
untary chains and large 
food markets —in recent 
issues of 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


HIGH SPEED WIT 


HOUT LOWERING 


TYPOGRAPHIC STANDARDS 


Ours is a day-and-night, 24-hour service. Yet, we are 


not selling speed, but giving it. Speed is important, 


to be sure. However, it is imperative that modern 


typography shall have those finer creative touches 


of design and detail which “hand-tailor” strength, 


charm and vivid expression into an advertisement. 


LEE & PHILLIPS, INC. 
TypographersWhoProve ltWithProofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE, INC. 


CAXTON TYPOGRAPHERS, INC. (Formerly Wienes Typographic Service} 


FREDERIC NELSON PHILLIPS, INC. 


GRAPHIC TYPESETTING CORP. 
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Motor Papers Merge 


Southwestern Automotive Journal 
and Southern Automotive Dealer 
have merged to form Southern Au- 
tomotive Journal, to be published by 
the W. R. C. Smith Publishing Co., 
Atlanta. 


E. A. McGinty, advertising man- 
ager of Southwestern Automotive 
Journal, will be business manager of 
the new publication. 


Handle Bank Account 


The Bankers Trust Company of 
New York has placed its advertis- 
ing with Young & Rubicam, of that 
city, effective November 15. 


é 4eh'e Wes 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 

customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


Always say 
ccp & A”’ 


—because our out-of-town 
customers are just as en- 
thusiasticas are the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


THIS COMPANY 
STARTED ‘WAR’ 
TO WIN SALES 


‘Buck Privates’ Fought for 
Promotion 


Seattle, Wash., August 28—The 
most successful sales campaign in 
its history was recently completed 
by the Black Manufacturing Com- 
pany, makers of men’s shirts. The 
outstanding feature was the fact 
that no prizes were offered, putting 
it strictly up to sales manager R. 
W. Clark, to produce results. 


Incidentally, there was consider- 
able “kidding” from those who knew 
you simply could not organize a 
crew of fifteen men and keep them 
working at top pitch for an entire 
month, without offering some prize 
as an incentive. 

Mr. Clark’s campaign was com- 
plete before a gun was fired. Here 
are the essential points, as outlined 
by him: 

“Letters were sent out to the en- 
tire ‘army’ one week in advance of 
the campaign. These announced a 
war. The ‘Black’ army was draft- 
ed, with all recruits entered as buck 
privates, to fight the dress-shirt 
campaign and the battle of broad- 
cloth hill. The battle was to last 
30 days. 


Objectives Given 


“Two main objectives were listed 
—to ‘storm the enemy with our new 
102 line of Broadcloths’ and ‘to es- 
tablish our 101 line of Superior 
broadcloths as the dictator of shirt 
styles.’ ” 

Each man’s advancement in rank 
depended upon the number of units 
he captured in battle.: Each dozen 
of the 102 line counted as one unit; 
each dozen of the 101 line counted 


business is GOOD 
in the hospital field 


There are reasons, and there are proofs. 
The ‘“‘How’s Business?” chart published 


monthly in 


HOSPITAL MANAGEMENT, 


collecting figures on occupancy, receipts 
and expenditures, proves it. 


The extent of the group of hospitals 
which have indicated intentions of enlarg- 


ing or constructing new nurses 
proves it.* 


homes 


The experience of large concerns doing 
business in a number of different special 
fields proves it.* 


What are the reasons? 


People keep getting sick! 


People keep having operations! 


People keep—babies keep coming! 


It's a good field in which to adver- 


tise. 


Now. 


HOSPITAL 
MANAGEMENT 


Member A. B. & —A. B. P. 


537 S. Dearborn Street 
Chicago, IIl. 
*See Midsummer Number, “The Hospital Advertiser.” 


ADVERTISING THE AMERICAN HEN 


two units. Advancement was made 
on the following basis, computed 
daily and announced in each of the 
semi-weekly sales bulletins: 

Colonel, 90 units; Lt. Colonel, 80 
units; Major, 65 units; Captain, 50 
units; Lieutenant, 40 units; First 
Sergeant, 30 units; Corporal, 15 
units. 


All terms of “shirt-selling” was 
translated into military parlance. 
Mr. Black was scoutmaster. 


“We issued the bulletins from 
General Headquarters,” he said. 
“Dealer helps were ‘a deadly bar- 
rage.’ Firearms consisted of pencils 
with sharp lead bullets. 8:00 A. M., 
was the zero hour, when buck pri- 
vates went over the top. The army 
was divided into divisions, these be- 
ing the Eastern and Western sec- 
tions of the state. 


Army Without Grumbling? 

“It was evident immediately that 
the army idea had captured the im- 
agination of the boys. There was 
no grumbling about the futility of 
working so hard without a prize at 
stake. If any were inclined to hang 
back, our good natured raillery, 
making generous excuses for their 
lack of advancement, brought them 
back with renewed effort. It was 
squarely up to them, and they could 
not stand the chaffing of their fel- 
lows without doing something about 
it. 

“Along about the middle of the 
campaign the wives of the men be- 
gan to demand to see the bulletins 
as fast as they arrived. This fact 
helped to keep the men inspired. 

“Ten days before the close of the 
War, confidential letters were sent 
to each man, telling him how close 
he was to another advancement and 
expressing confidence in his ability 
to make the grade. We received 
many of the regular semi-weekly 
bulletins back from the men with 
their orders pinned to them. Usu- 
ally they had marginal notes call- 
ing our attention to their newly 
earned rank. 


“Interest? In spite of the fact 
that no quotas were set and the 


men knew our thanks and apprecia- | W 


tion were all they would get, they 
worked like Trojans to earn high 
ranks and got a real kick out of 
the chart of the army at the sign- 
ing of the Armistice, which we sent 
out at the close of the war. 

“We exceeded the quota for the 
month by 35 per cent.” 


Munising Merchants 
to Meet Annually 


A meeti in the North will be 
held annually by distributors of 
Caslon Bond, manufactured by the 
Munising Paper Co., Munising, 
Mich., as the result of the initial 
gathering, held recently. 

An air flight from the mill to 
Blaney, scene of a golf tournament, 
gave the paper men a new thrill. 


Mechanical Hen 
Wins Applause 
at London Show 


Washington, D. C., August 28— 
The American hen, with her capaci- 
ty for providing eggs worth millions 
of dollars, recently made her bow 
to London and attracted more atten- 
tion than the most feted of de- 
butantes. 

This American hen, seven feet 
tall, advertised her smaller and real 
prototypes to thousands of people 
during the Fourth World’s Poultry 
Congress recently held in London. 

The American exhibit is a me- 
chanical hen. It was devised by the 
United States Department of Agri- 
culture, and on its return to this 
country will make the round of 
fairs. 

The hen functions with electrical 
power, its specifications resembling 
those of a modern motor car. These 
include a full-vision gullet, extra 
large crop, fitted with a window; a 
copper-lined stomach, flexible rub- 
ber intestines, variable speed con- 
trol, and a heart which is repre- 
sented by a two-valved pump. 

When the hen begins performing, 
in view of its audience, the latter 
may see clearly just how this barn- 
yard queen manages to keep the 
breakfast tables of 120,000,000 Am- 
ericans supplied. 

By the use of a small motor which 
operates its internal machine, the 
rate of laying eggs can be arranged 
to suit one’s fancy. 

The hen has a musical voice, and 
with the aid of a special phono- 
graph record, explains to her ad- 
mirers the internal processes ob- 
served by them. 


Form New Network 


Seven broadcasting stations of the 
Southwest have formed a new radio 
network under the direction of the 
Southern Broadcasting Company. 
ig new chain will open September 

4 


Basic stations are KTAT, Fort 
orth, Texas; WACO, Waco; 
KTSA, San Antonio, and KGKO. 
Associated stations are KTRH, 
Houston; WRR, Dallas and KGRS, 
Amarillo. 


Engineers Have Paper 


Civil Engineering, the new pa a 
of the American Society of Civil 
gineers, will be published from New 
York in October. W. L. Glenzing, 
former advertising manager of the 
National Aniline & Chemical Co., 
and more recently with the Review 
of Reviews, is advertising manager. 


To Advertise Tools 


The International Nutyp Tool 
Corp., Oswego, Y., manufacturer 
of vises, wrenches, etc., has ap- 


pointed G. F. Barthe & Co., Syra- 
cuse, N. Y., to direct its advertising. 


Many American 
Companies Have 
Peru Interests 


Washington, D. C., August 28— 
The revolution in Peru will have an 
unfavorable effect on American 
business, George J. Eder, chief of 
the Latin-American Section of the 
Regional Division, Department of 
Commerce, said here. Aside from 
the loss in American exports, a num- 
ber of American companies will be 
directly affected. 


President Augusto B. Leguia, who 
resigned August 24, was a warm 
friend of the United States. In 
August, 1929, he decorated Presi- 
dent Hoover and Henry L. Stimson, 
Secretary of State. 


American investments in Peru 
exceed 200 million dollars, Mr. Eder 
estimated. 


The leading American companies, 
according to the division, are: Cerro 
de Pasco, Vanadium Corporation, 
Northern Peruvian Smelting & Re- 
fining Company, All American 
Cables Company, International Tele- 
phone and Telegraph Company, In- 
ternational Petroleum Company 
(subsidiary once removed of the 
Standard Oil Company), W. H. 
Grace & Company (sugar, woolen 
and cotton mills, warehousing and 
shipping). 

The Foundation Company of 
America (construction firm putting 
in public improvement), Snare & 
Triest, Inc. (building port work at 
Callao), Faucett Aviation Company, 
Pan American-Grace Airways (mail 
and passenger service), Ford Motor 
Company, National City Bank, and 
Wessel-Duvall & Company. 


Foreign Advertising 
Goes to Thompson 


The Jantzen Knitting Mills, Port- 
land, Oreg., has appointed the J 
Walter Thompson Company to di- 
rect all foreign advertising. Other 
activities of Thompson foreign 
offices : : 

A new account in the Port Eliza- 
beth office is that of the Atlantic Re- 
fining Company of Africa, Ltd. 
Stanco, Inc., New York City, has ap- 
pointed the Sydney and Wellington 
offices to conduct advertising of 
“Flit” in Australia and New Zea- 
land, while the Agentia Americana, 
Bucharest, has appointed the Bucha- 
rest sub-office to conduct advertisin 
in Roumania, of Standard Motor Oil, 
“Perfection” stoves and ranges, and 
other specialties of the Standard Oil 
Company of New Jersey. 

Yale and Towne Manufacturing 
Company, Velbert Branch, has as- 
signed t e Berlin office to ‘direct its 
advertising in Germany. Horlick’s 
Malted Milk is a new account of the 
Alexandria, Egypt, office. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 
ranean Sooees SERVICE 


gency 
Gurney Chrysler, 
527 Fifth Avenue, ew York 


oo Hill 10488 
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IDEAS 


want to see a ‘‘flaming”’ series I’ve } 
‘[fintanea for a prominent gas range manu- 
facturer? Just write, and Ill send 


24 west 56 street - new york 


The telephone number is circle 4 


A 
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INDUSTRY SHOW’ 
ANALYZED AND 


CALLED 6000} 


Specialist Cites Its Function | 


in Marketing 


Ann Arbor, Mich., Aug. 28.—The |} 


fact that a manufacturer’s competi- 
tion comes fully as much from other 
industries as from other producers 
in his own field is one of the sound 
reasons for the modern show or ex- 


AN OLD AND NEW PRESIDENT 


hibition, according to C. E. Griffin, Eas 


professor of marketing and dean of 
the school of business administra- 
tion of the University of Michigan, 


who has completed a study of shows|f 


and their place in marketing. 


“Scores of industries have recog- || 


nized that an important part of the 
selling job is to maintain the posi- 
tion of their products in the public 
mind against the competing demands 
of hundreds of other products and 
service,” said Dr. Griffin. 

“It seems clear that the show, 
which is essentially a co-operative 
venture, is a more economical means 
of performing this general industry 
service than would be any special 
selling devices utilized by individual 
manufacturers. 


Perform a Service 


“In short, the conclusions seem to 
be: first, that the shows do perform 
a needed service; and, second, that 
no other method suggests itself by 
which this service could be per- 
formed at a lower cost in dollars 
and cents per unit sold.” 

Dr. Griffin pointed out that the 
idea of fairs and exhibitions is one 
of the oldest forms of selling. For 
centuries, they constituted the prin- 
cipal market machinery for many 
lines of goods in Continental Europe, 
serving to bring buyers and sellers 
together at a time when it would 
have been difficult to perform this 
service in any other way. 

One of the oldest fairs was that 
of St. Denis, founded in Paris in 
629. The best known is that of 
Leipsic, which was established in 
1448 and is still in existence. 

“The functions of the European 
fairs changed with the growth of 
modern communication and trans- 
portation, and their importance de- 
clined down to the outbreak of the 
war,” Dr. Griffin pointed out. 

“With the revival of trade after 
the war, a need was again felt for 
these trade centers to clarify the 
chaotic conditions that existed in 
many trades and accordingly, they 
have shown a new vitality.” 


Help Furniture Industry 


In the modern scheme of things, 
he said, the furniture markets were 
organized and still exist, to provide 
certain obviously needed services. 

“Furniture is produced by numer- 
ous small companies,” he pointed 
out. “It is unstandardized, it is dif- 
ficult to transport, hence the usual 
system of traveling salesmen carry- 
ing samples is not feasible; nor is 
it feasible to sell fine furniture by 
photographs. Hence the accepted 
method is for buyers and sellers to 
meet. An obvious economy is effected 
if they all can meet at one time and 
Place. 

“In the early days of the automo- 
bile industry there was the need of 
educating the American public to 
the new product and the automo- 
bile shows, by bringing together the 
best and latest products of the new 
industry, brought the automobile 
into the public eye as nothing else 
could do. The automobile races and 
endurance tests served a like pur- 
Pose. There seems little doubt now, 
that the shows played an important 
Part in bringing about the rapid 
growth of the industry in this 
country. 

“The aviation industry is now in 
& position somewhat similar to that 
of the automobile. We hear a great 
deal about making the American 
People ‘air-minded.’ It is recognized 
that the problem of the industy is 


not merely to sell so many machines 
this year but by every method to 
educate the public to an acceptance 
of the idea represented by the new 
product. When that is done—if we 
can assume the existence of an ade- 
quate purchasing power—sales will 
follow. The aviation shows of the 
past few years centered the atten- 
tion of the nation upon the new in- 
dustry.” 


Influence of Style 


If there was any doubt as to the 
value of the modern show, the grow- 
ing importance of style settled the 
question in the affirmative, Dr. 
Griffin asserted. 

“Style, above all other things, 
needs to be seen,” he said. “Des- 
criptions of new colors are flat and 
inexpressive by comparison with a 
view of the product itself. The au- 
tomobile is perhaps the most expen- 
sive article bought by the mass of 
Americans which has a distinctly 
style appeal—that is, a style appeal 
which is strong enough to make peo- 
ple discard the old style and buy 
the new. For this reason a selling 
problem is presented requiring the 
most effective methods. 

“In marketing style products not 
only is there an advantage in being 
able to display one particular prod- 
uct but there is considerable advan- 
tage in having several styles dis- 
played together for comparison. 
Articles having a decided style ap- 
peal are generally ‘shopping goods’ 
—that is, they are goods in the pur- 
chase of which buyers want to com- 
pare values. The department store 
exists for the sale of goods of this 
class and it will be noted that suc- 
cessful department stores are usu- 
ally located near to one another, 
thus facilitating comparison. 


Comparison Is Vital 


“The private show has little to 
offer by way of merchandise dis- 
play that is not available at any 
time at any well-stocked dealer’s 
show room. The attendance depends 
upon the attracting force of high- 
priced orchestras and other forms 
of entertainment. At the large gen- 
eral shows an unusual opportunity 
for comparison is offered, and that 
the public recognizes this fact is 
shown by their willingness to pay 
an admission charge. 

“Under these circumstances it is 
not surprising that the private 
shows are expensive. An artificial 
stimulus to attendance is required, 
the costs must be borne by the one 
exhibitor and, finally, those attend- 
ing are often not so much inter- 
ested in the product alone as in the 
auxiliary features. 

“From a marketing point of view 
private shows are not logically in 
the same class with the general 
shows. They are purely publicity 
stunts comparable to hiring a band 
to play before a store on an open- 
ing day. The general show bringing 
together the products of all man- 
ufacturers does perform a real mar- 
keting function, that of comparison 


of values.” 


e 


_ At left is H. A. Man- 
ning, of the Springfield, 
Mass., company of that 
name, president of the 
Association of North 
American Directory 
Publishers. 


He is hobnobbing with 
G. D. W. Marcy, of the 
Sampson & Murdock 
Co., Boston, former 
chief of the association. 


e 


Publishers of 
Directories To 
Meet in Detroit 


Detroit, Mich., August 28—Ralph 
L. Polk, president and chairman of 
the advisory board of R. L. Polk & 
Co., nationally known directory pub- 
lishers, will act as host to the Asso- 
ciation of North American Direc- 
tory Publishers at its 32nd annual 
convention here September 7-10. 


Mr. Polk, who is chairman of the 
association’s executive committee, 
has arranged to show the visitors 
the city September 7 via motor cars, 
after which he will entertain them 
at a buffet supper at his home in 
Bloomfield Hills. 


The convention proper will begin 
at the Fort Shelby Hotel the follow- 
ing day, with President H. A. Man- 
ning, of Springfield, Mass., in the 
chair. The meeting is one of the 
most important in years, a mass of 
business being on the schedule. 


Among the subjects to be dis- 
cussed will be standard advertising 
rates, paper sizes, meeting the chain 
store problem, service contacts, 
teaching the use of directories in 
schools and colleges, inclusion of 
telephone numbers in city direc- 
tories, and by-products of the direc- 
tory business, such as mailing lists 
and letter service, motor statistics, 
dealer co-operation campaigns and 
market surveys. 


Gillette Announces “Art 
of Mosaics & Terrazzo” 


The Gillette Publishing Company, 
of Chicago, which is celebrating its 
25th anniversary in the business 
publishing field, has marked the oc- 
casion with the announcement of a 
new business paper, The Art of 
Mosaics & Terrazzo, the first issue 
of which appeared in August. It is 
a companion paper to Tiles & Tile 
Work, which has made a marked 
success in its field. 


The Gillette business was estab- 
lished 25 years ago by Halbert P. 
Gillette, well-known engineer. E. S. 
Gillette is vice-president and gen- 
eral manager. The publications 
issued include Roads and Streets, 
Water Works and Sewerage, Engi- 
neering and Contracting, Motive 
Power, Road & Street Catalog & 
Data Book, Water Works & Sewer- 
age Catalog & Data Book. 


The gross revenue of the company 
for the first seven months of 1930 
showed an increase over 1929. The 
total was $285,927.69, as compared 
with $283,403.28, an impressive in- 
dication of advertising activity in 
the construction and engineering 
fields served by its publications. 
Cash on hand and receivables as of 
July 31, 1980, amounted to $106,- 
$24.27 as compared with $96,990.93 


July 31, 1929. 


Per Cent of Newspaper Circulation to Families in Each 


Income Class in Boston 


0-$999 $1,000- 
1,999 


and Suburbs Combined 
$2,000- $3,000- $5,000- $10,000 
2,999 4,999 9,999 and over 
34.49 2849 32.03 12.55 
13.72 14.70 13.80 9.99 
25.29 25.21 26.92 15.44 
8.94 19.06 27.30 53.50 
39.14 42.92 43.48 33.78 
20.32 17.03 19.01 4.97 
2.26 7.19 1268 33.88 
22.45 31.83 37.26 29.48 


American Assn. of Advertising Agencies. 


This Paper Is 
Mailed on Date 
Reader Suggests 


New York, August 28—Instead of 
mailing its house organ, “Print- 
chaff,” whenever it happens to be 
ready for mailing, Printcraft Press, 
Inc., of this city, mails it at the time 
the reader indicates he would like 
to receive it. This plan causes a lot 
of trouble, but the company believes 
it is worth it. 


The company announced its idea 
in this interesting way: 

“The Boobs-of-the-Month Club is 
composed of those who request that 
their names be placed upon the list 
to receive ‘Printchaff’ regularly each 
month. 


“Why they do it is beyond us. 
Frankly, we can think of no reason 
for having your mail cluttered up 
with publications such as ‘Print- 
chaff.’ But if you must, go to it. 
Send in your name.  Bertillon 
measurements and your life history 
are not essential. 

“We can mail ‘Printchaff’ to reach 
you any day in the month you pre- 
fer. If you’d like to have it remind 


you to pay your printing bills, we’ll 
‘time its mailing so it will arrive on 
the first of the month. If by any 
accident you actually want to read 
‘Printchaff’ in your spare time, 
specify the date and hour and we'll 
have ‘Printchaff’ on your desk at 
that moment. 

“Inversely, if you think that 
you’ve had enough of ‘Printchaff’ 
and that it’s a nuisance, we'll gladly 
oblige by consigning your stencil to 
the nixie office.” 


Business Not in Red, 
But Blues, Says Manz 


In announcing that the first six 
months of 1930 were the largest in 
the history of the company, F. D. 
Montgomery, president of the Manz 
Corporation, Chicago, expressed the 
opinion that most businesses are not 
so much in the red as in the “blues.” 
The Manz volume was taken as an 
impressive indication of continued 
normal advertising and sales promo- 
tion activities. 


Make Reo Change 


Wilmer Wood, who has been doing 
field work for the Reo Motor Car 
Co., Lansing, Mich., in the Pacific 
Northwest, has been appointed dis- 
trict manager for California, Arizona 
and Nevada. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
may be purchased at the following News- 


stands in New York City: 
WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 
DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
4920 Lexington Avenue 


“everybody reads the 


a“ 
news 


What's in the G o| 


GOLFDOM'S SURVEY 


f Market | 


— for YOU? 


giving up-to-the-minute, dependable statistics 
on golf course maintenance, pro shop merchan- 
dising and clubhouse operation of the country’s 
5,856 golf clubs, will be available to sales and 


advertising managers and agencies September 


15th. Write for a copy. 


Business 


The 
236 N. Clark St. 
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(Note: The Prosperity Edition of Florida Farm and Grove 
Section will be issued Nov. 2. Last forms close Oct. 25, 
October issue closes Sept. 25.) 


Florida to the Rescue! 


W i ll Hel p Fee d the Three Years of Success Most Powerful Influence in the State 


FRANK R. HAMMETT, Editorial Director, says: CHARLES M. McLENNAN, Managing Editor, 


Nation With Biggest 
Cash Crop in History 


While other states are suffering from drouth conditions which 
have greatly curtailed the nation’s food supplies, Florida stands at 
the threshold of its greatest agricultural production in history. 

The crop of oranges, grapefruit and tangerines, estimaced by the 
Florida Citrus Exchange to be in excess of 20,000,000 boxes, worth 
$60,000,000, starts moving to market early in September. 

Nathan Mayo, State Commissioner of Agriculture, stated recently 


papers in the Farm and Grove 
Group. We have had this co- 
operation in full measure during 
the three years in which it has 
developed as a uniformly edited 
farm news section. The publish- 
ers regard their Farm and Grove 
Section as the most outstanding 
news feature in their papers. Mr. 
Frank B. Shutts, publisher and 
president of The Miami Herald, 
expressed the general sentiment 


FLORIDA FARM AND GROVE SECTION could ‘“*¥5* . ei : 
not have attained such eminent success without the Florida Farm and Grove Section is the dominant 
whole-hearted support and cooperation of the news- 


agricultural medium in Florida, and the most con- 
structive force in the upbuilding ; 
of this great industry. It is an 
integral part of 51 farm center 
newspapers, and because of this 
local influence it has greater 
reader attention than any other 
form of farm medium, for every 
reader of a farm paper is first a 
reader of his local newspaper. 
From an economic standpoint this 
has resulted in the creation of a 
state-wide “farm consciousness” 
which has had a very strong salu- 


of all publishers in the group 


that conditions in Florida are the brightest in years for a large and lish 
when he said in a recent letter: 


diversified yield, as er is one of oe states in the —_— — Se eS we ; 
having sufficient rainfall to insure adequate moisture. s a result u rm an rove Section o ’ : : yp gah = 
of death conditions in other sections of the country and the short- August 3rd is very illuminating. pos Phen oh m pices agli gg: May og co 
age of food supplies, Florida farmers are planning the largest acre- You are to be congratulated upon having the Asso- etter. Mr. Knight said: “It affords ~ a7 at ae 
ages ever planted to fall and winter crops. ciated Press ask for the privilege of using the feature ure to commend the newepeners of Floria , 7 
Florida will market the greatest crop of winter fruits and vege- Story. Variety is the Keynote of Florida Farm.’ qulendid eilest tn wateteleios eee meee . ~ 
tables ever produced. Northern markets which might otherwise be read it with great interést, and I believe its distribu- Florida Farm and Grove Settee The te be 
bare, will shortly welcome thousands of carloads of celery, toma- tion throughout the country will be a great benefit to the state a remarkably fine service. I cameon FI ride 
toes, beans, potatoes, peppers, strawberries, eggplants, cabbage, this state. Incidentally the Herald feels proud that Farm and Grove Section as the most — = & na a 
onions, broccoli, pecans, peanuts, poultry and eggs, dairy and meat 3” article appearing in one of its editions was recog- ence we have for constructive a a mt a a a 
products and other food supplies, in addition to the large shipments nized by the Associated Press, which rarely makes ment in Florida. It is = entaten + ay A evelop- 
of citrus fruits. Other sizeable revenues will come from cotton ™istakes as to the news value of its stories.” sible for many of our most progressive Po ¥ re 
and tobacco and the many specialty crops produced under Florida’s FLORIDA FARM AND GROVE SECTION It is thoroughly and widely read. Its eamaeuts oa 
benign sunshine and in her productive soil. ay FLORIDA FARM NEWS BY COMMODI- | every phase of Florida’s farming auaainlaes — 
‘ AN ADVERTISING OPPORTUNITY Sie oerey, It is supplying a demand for agri- is edited in popular newspaper style which captures 
, , " ews which has never before been satisfied, the interest of everyone concerned with th If 
If there ever was a time when the manufacturers of farm equip- and in doing so it naturally has gained outstandin of the state. It i Idi i > on ae 
ment and supplies—plows, harrows, spraying machinery, tractors, reader acceptance, and that is what your advertising  faenee of ave t is molding public thought on our 
cultivators, fertilizer, insecticides, fencing, barn equipment and the dollars pay for, whether you get it or not You “AIL sf Shichi ym ie —_ 
ie—cheulé place (heir meceege eee ee farmers and growers eliminate that hazard when you use FLORIDA gina, tan cal Getee Ieee oe = 
i ime is ; e season o -31 i ida’ , 1 an 
PROSPERITY YEAR. Every ee ne a ere logical medium for your Florida advertising! 
advertiser who sells to the farm 
trade, regardless of whether it is 
a radio, an automobile, a plow or 
one of a thousand things which 
the farm housewife buys, should 
concentrate a reasonable share of 
his appropriation on the Florida 
market. 


tary effect in solving many of our 
farm problems. I think Mr. Peter C. M. McLennan 


F. R. Hammett 


Graph Showing How Manufacturer’s Advertising Message Reaches the Florida Farm Buying and Distributing Centers and Parallels the Selling Plan 


Gs FROM THIS SIDE OF ADV ER 6 E R, 


GRAPH SHOWS OLD METHOD, 
(MANUFAXem Re 2°) 


The only positive and effective way ' 
to reach this rich farm market is 


through the Florida Farm and Grove 
Section—covering the 51 farm center a 
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Fe aoe Mapes : 
“Main Street” always has and PAPERS CRESTVIEW, eee ee begannnn H 
always will be the magnet of Pt belie ee : 
greatest attraction for the Amer- MILTON “HP Qgincy Maas = wed H . 
. , . [°*<eo5 ° AY Srenenesyesseesnssenewarers 
ican farmer’s purchasing power. Tallahass2 nOwa —* 51 STATE NEWSPAPERS : 
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